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How  ‘USA  Today’  and  The  New  York  Times  ^ 
maintain  quaiity  printing  coast  to  coast 


How  breakthrough  food 
reporting  helped  kids  choose 

fit  over  fat. 
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\  To  read  more  on  this  series  go  to  http://www.sfgate.com/chronicle/special/ 
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Studcnh  ot  Hoover  Elementary  in  Oaklond  get  exercise  in  a  YMCA  class. 


♦ 


The  San  Francisco  Chronicle  is  known  for  focusing  on  the  facts  of  the  story.  However,  food  reporter  Kim  Severson 
mode  on  important  contribution  by  focusing  on  the  tat  in  the  story.  Kim  was  the  first  reporter  to  recognize  that 
childhood  obesity  was  a  major  health  problem  in  California.  In  tact,  77%  of  the  kids  in  the  state  flunked  the  fitness 
test.  Her  concerns  turned  into  a  Sunday  newspaper  package  that  covered  the  epidemic  of  obesity  and  its 
insidious  causes. 


Kim  and  education  reporter  Meredith  May  interviewed  doctors,  nutritionists  and  affected  families  as  well  as 
researched  the  roles  of  food  manufacturers  in  perpetuating  the  problem.  Kim’s  continuing  stories  raised  awareness 
about  trans  fat,  which  is  rarely  identified  on  labels,  yet  is  the  biggest  contributor  to  obesity.  The  outstanding 
coverage  garnered  a  national  award  and  has  led  to  nutritional  reforms  in  San  Francisco  and  Oakland  school 
districts.  Educating  people  about  healthy  life  choices  is  another  way  Hearst  Newspapers  make  a  contribution  to 
their  communities . . .  and  that’s  what  excellence  in  journalism  is  all  about. 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

Steve  Outing  reports  that  top  online-media 
executives  see  a  bright  future  for  Web  publishing. 

See  “Stop  the  Presses!"  on  our  home  page. . . . 

The  Pentagon's  ground  rules  for  journalists 
accompanying  American  troops  in  the  Iraq  conflict  ! 
were  obtained  by  E&P  last  week.  Read  Greg 
Mitchell's  complete  report,  posted  Feb.  14  on  our 

“Headlines”  index  page _ The  Associated  Press 

asked  a  New  York  judge  to  unseal  documents 
related  to  death  certificates  issued  for  9/11  | 

victims  whose  remains  were  never  found  (Feb.  i 
14,  “Headlines”). . . .  Washingtonpost.com  and 
Newsday.com  will  feature  Switchboard  lnc.'s  ! 
directory  services  (Feb.  13,  “Headlines”). 


LETTERS 


Bravo  to  Allan  Wolper  for  the 
Central  Park  Jogger  piece 
[“Naming  the  ‘Jogger,’”  Feb.  10, 
p.  22].  If  she  wants  to  be  named,  which 
she  obviously  does,  there’s  no  reason 
for  the  press  to  allow  her  publisher  to 
choose  the  day. 

STEPHEN  SEPLOW 
Philadelphia 

HELLO,  MY  NAME  IS... 

ABULOUS,  NICELY  WRITTEN  STORY 
[“Naming  the  ‘Jogger’”].  Except 
for  one  thing.  You  should  have 
named  her. 

MARK  SCHWED 

NATIONAL  WRITER 
TV  Guide 

PUBLISHING  EOR  PROFIT? 

ISOLATED  AS  I  AM  DOWN  HERE  ON  THE 
South  Carolina  coast,  I  had  no  hint 
of  the  discussion  swirling  around 
the  anonymity  of  the  Jogger  [“Naming 
the ‘Jogger’”]. 

I’m  amazed  that  E&P  editors  wouldn’t 
let  Allan  Wolper  publish  the  name: 
according  to  his  own  column,  they 
wouldn’t  be  the  first  to  do  so. 

I’m  also  amazed  that  someone  with  the 
Poynter  Institute  would  accuse  Wolper 
of  trying  to  “cash  in”  by  publishing  her 
name.  Is  someone  going  to  pay  him  extra 
to  publish  her  name?  How  ludicrous. 

The  only  ones  who  are  going  to  cash  in 
are  the  Jogger,  which  is  her  privilege  and 
fine  by  me,  and  the  publisher.  That  is 
such  an  inane  charge  to  come  from  such 


I  a  sophisticated  institution. 

I  I  hope  Wolper  finds  a  place  to  publish 
I  the  Jogger’s  name,  just  so  he  can  show 
j  them  he  can  do  it. 

I  JAY  GRELEN 

'  Conway,  S.C. 

THE  POINT  OF  IT  ALL 

I  AGREE  WITH  AlLAN  WoLPER’S  VIEW 
that  the  media  should  not  continue 
to  shield  {continued  on  page  36} 

I  Ci.j\rification 

1  In  “Albuquerque  sees  a  return  ”  (Feb. 
j  10,  p.  6)  —  an  article  on  Parade 
j  magazine  renewing  distribution  in  the 
i  Albuquerque  (N.M.)  Journal  after  an 
absence  of  two  years  —  E&P  reported 
that  a  representative  q/'Parade  said  this 
was  based  on  a  contract  that  requires  the 
Journal  to  not  renew  its  agreements  with 
two  other  national  supplements,  USA 
;  Weekend  and  American  Profile,  when 
\  they  expire.  This  is  consistent  with 
Parade.  However,  we  also  reported  a 
denial  that  this  provision  was  part  of 
the  contract  by  a  representative  of  the 
Albuquerque  Publishing  Co.,  business 
!  arm  of  the  Journal.  After  the  story  was 
I  published,  E&P  examined  a  portion 
j  of  the  contract,  as  well  as  other 
documents,  which  show  that  the 
Journal  unequivocally  agreed  that 
Parade  would  be  the  sole  nationally 
,  distributed  magazine  in  the  paper  as 
of  Jan  uary  2005.  Also,  in  its  article, 

E&P  stated  there  were  “two  stories” 
j  concerning  what  led  to  Parade ’s  return 
i  to  Albuquerque.  In  fact,  both  the 
\  Journal  and  Parade  wanted  the  return 
\  to  take  place. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


I  FEB.  1+,  195;i: 

I  Sex  and  censorship  agitated  press 
and  public  this  week  when  news¬ 
men  were  barred  by  New  York 
County  Judge  Francis  L.  Valente 
from  the  trial  of  Minot  Jelke,  a 


New  York  cafe- society  playboy,  on 
compulsory  prostitution  charges. 

The  launch  of  a  nationwide 
newspaperboy-training  program, 
designed  to  help  circulation 


managers  keep  older  boys  on 
newspaper  routes  and  to  interest 
new  boys  in  route  work,  was 
announced  by  Jack  Calvin, 
president  of  the  International 
Circulation  Managers  Association. 
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Technology  Check 


The  press  of  tomorrow  is  here... today. 
See  what  the  DGM  440  can  do  for  you. 


The  DGM  440  delivers  advanced  technology  with  incredible  print  and 
color  quality.  Two  and  three-form  roller  presses  to  shaftless  and  heat- 
set,  the  DGM  440  family  offers  more  standard  features  than  other 
comparable  presses.  The  440  models  range  from  35,000-45,000  iph, 
and  are  available  in  21,21  '/2, 22,  and  22  cutoffs. 

Call  us  now  at  800.DGM.6 119  or  7 1 7.362.3243.  Or  visit  us  on  the 
web  at  www.dauphingraphic.com. 


DAUPHIN  GRAPHIC  MACHINES.  INC. 

P.  O.  Box  573,  Elizabethville,  PA  17023  I  800.DGM.61 19  or  717.362.3243  I  www.dauphingraphic.com 


Police  say  the  24- 
year-old  man 
accused  of  abducting 
15-year-old  Heather 
Guerrero  while  she 
delivered  her  route  for 
the  Star-Herald  of 
Scottsbiuff,  Neb.,  and 
then  raping  and  killing 
her  has  confessed. 
Jeffrey  A.  Messier  was 
arrested  Wednesday. 

Last  August,  another 
15-year-old  girl  was 
sexually  assaulted 
while  delivering  the 
Star-Herald,  owned  by 
the  Omaha  World- 
Herald.  Late  last 
week,  Scotts  Bluff 
County  Attorney  Ben 
Shaver  said  he  was 
unaware  of  any  link 
between  Messier  and 
that  unsolved  crime. 

Publisher  Joe  Craig 
said  in  a  Star-Herald 
article  the  paper  was 
“providing  delivery 
assistance  to ...  carri¬ 
ers  who  request  it.” 

-  MARK  FITZGERALD 

KLEIN  NAMED 
CEOOENNN 

National  adver¬ 
tising  in  news¬ 
papers  may  be  in  a 


Journalists  set  to  bunk 
down  with  armeilforees 


All  correspondents  who  sign  up 
for  a  hitch  with  Uncle  Sam  &  Co. 
must  pledge  to  follow  house  rules 


BY  JOE  STRUPP 

As  NEWS  OUTLETS  FOUND  OUT  LAST  WEEK  HOW 
many  journalists  they  can  embed  with  mili¬ 
tary  units  in  Iraq,  some  observers  questioned 
whether  linking  reporters  so  closely  with  troops  could 


ate  as  units  are  deployed  and  as  access  for  reporters 
in  different  countries  changes.  “The  journalists  still 
have  to  get  approval  into  the  countries,”  he  said. 
“Some  may  shut  them  out.” 

Newspapers,  because  of  their  sheer  numbers,  won 
the  most  slots,  with  larger  papers  being  allowed 
to  embed  the  most  people.  “The  over\vhelming 
majority  of  [American]  units  will  have  reporters,” 
DeFrank  said.  He  said  that  most  of  the  papers 
requesting  assignments  to  military'  units  from  their 
home  areas  had  those  requests  met.  Although  all 


present  ethical  problems.  Meanwhile,  a  detailed  list  of  journalists  will  have  to  abide  by  basic  “ground  rules” 


military  restrictions  on  embedded  reporters,  first 
obtained  by  E^P,  reveals  that  journalists  —  who 
literally  have  to  sign  on  the  dotted  line  to  earn  embed¬ 
ded  status  —  must  agree  to  strict  official  control. 

“We've  tried  to  ensure  coverage  in-depth,  which 
means  units  that  are 
most  likely  to  see 
combat  get  good, 
meaningful  news¬ 
paper  coverage,  TV 
coverage,  and  other 
broadcast  coverage,” 
said  Col.  Jay  DeFrank, 
director  of  press  oper¬ 
ations  for  the  Defense  ■ 

Department.  “It  is  not  1 

based  on  the  safety  of 
the  units.” 

More  than  500  I 
journalists  will  be  em-  |  r 
bedded  with  troops  in-  i  ^ 
volved  in  the  expected 
invasion  of  Iraq,  said 
DeFrank.  He  said  the  l. 
number  could  fluctu-  Army  personnel  in  northern  Ki 


for  travel  with  the  units  —  including  a  pledge  to  not 
go  off  in  their  own  vehicles,  according  to  the  military' 
document  obtained  by  Ei^P  —  each  commander 
will  have  the  flexibility  to  restrict  access  based  on 
need.  “We  can’t  jeopardize  the  safety'  of  the  jour- 


Army  personnel  in  northern  Kuwait  last  week  get  practice  in  putting  on  their  gas  masks. 
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nalist  or  the  success  of  the  mission,”  DeFrank  said. 

While  most  editors  praise  the  Pentagon  for  allow¬ 
ing  access,  many  are  concerned  about  how  much 
reporters  will  be  allowed  to  report.  Some  observers 
have  criticized  the  practice  of  linking  re¬ 
porters  with  troops  as  possibly  creating  a 
conflict  of  interest.  “Your  desire  is  to  be  where  HH 

the  story  is,  but  you  must  remain  constantly  P  J 
alert  to  how  it  is  affecting  you,”  said  Keith  jP 
Woods,  who  teaches  ethics  at  the  Poynter  J 
Institute  in  St.  Petersburg,  Fla.  Paul  McMas- 
ters.  First  Amendment  ombudsman  for  the  I 

Freedom  Forum,  agreed:  “There  is  a  question  1 
of  being  too  close  to  the  people  they  cover.”  J 

John  K  MacArthur,  publisher  of  Harper's 
magazine,  and  author  of  Second  Front:  Censor¬ 
ship  and  Propaganda  in  the  Gulf  War,  told  EidP  he 
fears  that  having  reporters  travel  closely  with  troops 
allows  the  militaiy  to  censor  the  reporting.  “They 
ought  to  boycott  it,”  he  said  of  the  arrangement. 

But  James  Wright,  president  of  Military'  Reporters 
and  Editors  and  an  assistant  metro  editor  at  the 
Seattle  Post-Intelligencer,  blasted  the  assertion  that 
the  embedding  arrangement  could  influence  report¬ 
ing.  “What  horse’s  ass  said  that?”  he  asked.  “Who  in 
our  business  can  argue  for  less  access?”  Other  editors 
point  out  that  the  embedded  reporters  do  not  repre¬ 
sent  tbeir  entire  coverage  effort.  Most  papers  will  have 
other  journalists  circulating  in  the  area  more  freely. 

Still,  a  look  at  the  strict  guide- 
lines  for  embedded  reporters 
could  cause  some  to  question 
how  open  reporting  will  be.  (See 
http://www'.editorandpublisher 
.com,  under  “Headlines”  for 
Feb.  14.)  One  editor  who  will  be 
directing  at  least  two  embedded 
reporters  told  EdP  that  many 

restrictions  seem  reasonable  on  McMasters, 

.  Freedom  Forum 

the  pnnted  page  but  that  the 

proof  will  be  in  the  field,  where  commanders  can  take 
advantage  of  them  to  delay  unfavorable  stories. 

The  Boston  Globe  told  EidP  that  it  had  received 
four  embedding  slots,  while  The  Atlanta  Journal- 
Constitution  will  take  at  least  two  of  the  six  granted  to 
parent  Cox  Newspapers  Inc.  However,  Susan  Steven¬ 
son,  A/C  deputy  managing  editor,  said  the  paper  may 
pass  on  two  slots  due  to  concerns  about  covering 
possible  terrorist  attacks  in  the  United  States. 

Newsday  of  Melville,  N.Y.,  will  get  six  slots,  and  will 
use  all  of  them,  but  only  for  reporters  —  photogra¬ 
phers  will  “roam.”  The  Dallas  Morning  News  will  get 
four  slots,  according  to  Tim  Connolly,  international 
editor.  Like  other  editors  contacted  by  EidP,  he 
expressed  satisfaction  with  this  number.  The  San 
Francisco  Chronicle  also  received  four  slots,  but  is  not 
sure  it  will  take  all  of  them.  It  has  been  offered  one 
Navy  slot  aboard  a  battleship,  and  three  with  ground 
units,  but  none  from  the  local  area.  d 

Ari  Berman  contributed  reporting  to  this  story. 


The  Mail  Tribune  drops 
the  phone  when  it 
wants  to  reach  out 
and  touch  potential 
subscribers. 


‘Mail  Tribune’  gets 
its  foot  in  the  door 

A  star  in  the  twilight  of  telemarketing? 


BY  LUCIA  MOSES 


W  creation  of 
a  national 
“Do  Not  Call”  registry 
just  months  away,  one 
might  think  there  isn’t  a 
circulator  around  who’s 
not  scrambling  to  figure 
out  how  to  comply  with 
the  coming  telemarket¬ 
ing-sales  restrictions. 

But,  in  fact,  there  is 
at  least  one.  Nonsub¬ 
scribers  in  Medford, 
Ore.,  haven’t  gotten  a 
telemarketing  call  from 
the  Mail  Tribune  since 
Circulation  Director 
Mike  Miller  hung  up 
the  phone  for  good 
three  years  ago. 

While  telemarketing 
generates  close  to  60% 
of  new  solicited  starts 
industrywide,  the 
28,139-^aily-circulation 
Mail  Tribune  relied  on  it 
even  more:  Nearly  100% 
of  such  starts  were  com¬ 
ing  from  telemarketing 
when  Miller  arrived  in 
1998.  Retention  was 
terrible,  and  only  a  third 
of  new  customers  who 
went  for  the  pitch  paid 
for  their  orders. 


“I  will  say,  100%,  it 
produces  a  lot  of  orders,” 
Miller  said.  But,  he 
added:  “I  hate  it.  I  have 
just  never  wanted  to 
associate  my  brand  with 
that  kind  of  marketing.” 

With  the  support  of 
Publisher  James  Grady 
Singletary,  Miller 
stopped  using  a  tele¬ 
marketing  program  run 
by  parent  Ottaway 
Newspapers  Inc.  and 
replaced  it  largely  with 
door-to-door  crews 
and,  to  a  lesser  extent, 
kiosks  at  malls  and 
well-trafficked  stores. 

He  still  uses  the  phone, 
but  only  at  renew'al  time. 

Other  changes 
encouraged  people  to 
subscribe.  Miller  insti¬ 
tuted  porch  delivery 
within  Medford’s  city 
limits.  He  began  a  pay- 
for-performance  system 
for  district  managers 
and  got  tougher  on 
carrier  complaints. 

Collectively,  these 
changes  helped  reduce 
the  chum  rate  to  about 
31%  last  year  from  42% 
in  1999,  while  the  rate  of 
subscriber  renewal  rose 


slump,  but  Jason  E. 
Klein,  wtw  takes  over 
as  CEO  and  president 
of  the  Newspaper 
National  Network  Feb. 
24,  said  the  category 
is  “really,  realty, 
underpenetrated.”  In 
a  conference  call 
Friday,  he  said  he 
hopes  to  change  that 
by  encour^ng  ease 
and  creativity  in  the 
sales  process. 

“Newspapers  have 
not  been  the  most 
creative  of  sellers,” 
said  Klein,  who  aims 
to  buHd  the  category 
to  $10  biUion  by  2006 
from  about  $7  biUion 
last  year.  “I  think 
there’s  a  lot  more 
innovation  in  terms 
of  pack^esand 
programs  that  you  can 
do.”  Klein,  42,  was 
head  of  the  old  Times 
Mirror  Co.’s  magazine 
group,  now  owned  by 
AOL  Time  Warner  Inc. 

-  LUCIA  MOSES 


eUNANAPEEl 

AU.S.  District 
Court  judge  on 
Thursday  dismissed 
a  suit  against  The 
Cincinnati  Enquirer 
by  former  Chiquita 
Brands  Inc.  lawyer 
George  Ventura,  who 
said  the  newspaper 
broke  a  promise  when 
it  identified  him  as  the 
source  for  a  1998 
series  about  the 
company  for  which 
the  newspaper  later 
apologized  and  paid  a 
$14-million  settle¬ 
ment.  Reporter 
Michael  Gallaf^ 
admitted  to  accessing 
Chiquita  voice  mail 
with  Ventura’s  help. 
The  ju(^  said  no 
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jury  would  hold  the 
Enquirer  responsible 
when  it  was  Gallagher 
—  after  the  paper 
had  fired  him  —  who 
identified  Ventura. 

-  JIM  ROSENBERG 

KMAOT  LOYAL 
ALL  THE  WAY 

Even  in  bankrupt¬ 
cy,  Kmart  is  loyal 
to  newspapers:  Along 
with  maintaining  its 
heavy  schedule  of 
preprinted  inserts,  the 
Troy,  Mkh.-based 
retailer  is  setting  up 
“mycareerbuilder” 
accounts  with  the 
newspaper-owned 
CareerBuilder  online 
job-search  site  for 
employees  who  are 
losing  their  jobs 
because  of  the  closing 
of  326  Kmart  stores. 

-  MARK  FITZGERALD 

BACK  ON  THE 


Ira  Gordon,  the 
newspaper  industry 
promoter-tumed- 
basher  is  back  on 
the  print  side.  The 
Wall  Street  Journal 
hired  Gordon  for  the 
new  position  of  global 
recruitment  ad  sales 
manager  for  the 
newspaper  and  its 
online  component. 

Gordon  had  been 
the  Newspaper 
Association  of  Ameri¬ 
ca’s  longtime 
recruitment-ad  czar. 

He  then  went  to 
Monster.com,  where 
he  became  known  for 
running  its  cross¬ 
country  newspaper¬ 
bashing  seminars  for 
employers. 

-  LUCIA  MOSES 


to  89%  laft  year  from 
86%  in  2001,  when  the 
paper  started  measuring 
it,  Miller  said.  From 
September  1998  to 
September  2002, 
circulation  rose  1.23% 
from  Monday  to  Thurs¬ 
day  and  Saturday,  1.48% 
on  Friday,  and  0.92%  on 
Sunday  —  despite  an 
increase  in  the  home- 
delivery  price  each  year. 

Miller  said  his  cost 
per  order  did  rise  about 
47%,  to  $22,  but  the 
better-quality  orders 
made  the  changes 
financially  rewarding. 

The  latest  in  a  long 
line  of  antitelemarketing 
initiatives,  the  Federal 
Trade  Commission’s 


new  rules  would  prohibit 
businesses  from  making 
interstate  telemarketing 
calls  to  people  on  the 
national  “Do  Not  Call” 
list,  except  for  existing 
customers.  Violators 
could  be  fined  as  much 
as  $11,000  a  call.  The 
FTC  also  is  considering  a 
national  registry  for  in¬ 
state  telemarketing  calls. 

Newspapers  may  not 
know,  however,  that  the 
rules  also  require  them 
to  start  sending  written 
confirmation  to  sub¬ 
scribers  who  sign  up 
for  auto-pay  plans  and 
cut  their  number  of 
abandoned  calls,  those 
resulting  in  dead  air 
between  the  time  a  call 


is  picked  up  and 
a  telemarketer 
speaks,  said 
John  Murray, 
vice  president 
of  circulation 
marketing  for  the 
Newspaper  Association 
of  America. 

Such  antitelemarket¬ 
ing  measures,  as  well  as 
an  interest  in  retention, 
have  pushed  the 
industry  toward  other 
acquisition  methods, 
including  door  crews. 

Door  crews  form  the 
cornerstone  of  Miller’s 
strategy  in  Medford. 
Bands  of  kids  knock  on 
doors  weekends  and 
early  evenings,  offering 
coupons  and  gift  cards  to 


Crewer  Robin  Cram  solicits 
subs  for  the  Mail  Tribune. 

anyone  who  will  pay 
in  advance  for  three 
months  or  more. 

Miller  stressed  the 
importance  of  under¬ 
standing  the  challenges 
crewers  face  on  the  job, 
such  as  rejection. 

Unlike  telemarketing, 
door  crews  aren’t 
considered  too  intrusive. 
“Because  of  that,”  Miller 
said,  “it  doesn’t  have 
resistance.”  11 


Even  advertising  may  get  a  levy 


Taxing  proposals  plague  papers 


BY  LUCIA  MOSES 

SEVERAL  CASH-STRAPPED  STATE  GOVERNMENTS 
are  looking  at  taxing  advertising  to  raise  mon¬ 
ey,  which  has  newspaper  lobbyists  scrambling 
to  mount  effective  opposition.  The  lobbyists  have 
beaten  back  ad-tax  proposals  in  Connecticut  and 
South  Dakota,  but  the  issue  still  lives  in  at  least  three 
other  states:  Arkansas,  Michigan,  and  Nebraska. 
“We’re  taking  it  seriously,  and  we’re  going  to  fight 


“More  desperate  than 
ever ...  [states]  might 
be  more  likely  to 
remove  exemptions.” 


—  DENNIS  SCHICK 

Arkansas  Press  Association 

it  with  all  our  might,”  vowed  Dennis  Schick,  executive  circul 
director  of  the  Arkansas  Press  Association,  part  of  a  the  O 
coalition  fighting  a  bill  to  remove  an  ad-sales-tax  calcul 
exemption  enjoyed  by  newspapers  imd  other  media  paper 
A  proposal  in  Nebraska  could  heap  as  many  as  five  annu: 
taxes  on  a  single  ad,  a  crushing  load  for  small  adver-  Prc 
tisers,  said  Allen  Beerman,  executive  director  of  the  but  Ic 
Nebraska  Press  Association.  “The  only  way  goods  or  stron] 
services  are  moved  is  through  advertising,”  Beerman  than  ( 
said.  “Why  would  you  have  a  recovery  tax?  And  that’s  Arkai 
exactly  what  it  is.  It  makes  no  economic  sense.”  exem] 


Newspaper  execs  hope  to  convince  lawmakers  that, 
in  addition  to  hurting  advertisers  and  the  businesses 
they  support,  an  ad  tax  would  be  a  revenue  loser. 
Exhibit  A  is  Florida,  which  in  1987  restored  a  media- 
tax  exemption  less  than  a  year  after  repealing  it.  “It 
was  almost  impossible  to  administrate,”  recalled  Dick 
Shelton,  lobbyist  for  the  Florida  Press  Association. 

Other  tax  issues  also  have  newspapers  concerned. 

Kansas  is  reviewing  all  its  tax  exemptions,  among 
them  a  manufacturing  exemption  that,  if 
removed,  could  raise  the  cost  of  materials  such 
as  newsprint  and  ink,  said  Jeff  Burkhead, 
executive  director  of  the  Kansas  Press  Associ¬ 
ation.  A  similar  measure  was  killed  recently  in 
”  North  Dakota,  where  sales-tax  exemptions  for 
paper  and  ink  were  preserved. 

.HICK  politicians  in  Ohio  are  threatening  to 

xTioN  state’s  exemption  on  newspaper- 

circulation  sales,  said  Mike  Gaither,  president  of 
the  Ohio  Circulation  Managers  Association.  Gaither 
calculated  that  such  a  move  would  cost  his  own  news¬ 
paper,  The  Blade  in  Toledo,  “a  quarter-million  dollars 
annually  from  the  get-go.” 

Proposals  like  these  surface  every  now  and  then, 
but  lobbyists  worry  that  the  financial  motivation  is 
stronger  this  time  around.  “They’re  more  desperate 
than  ever  for  money,  like  every  state  is,”  said  Schick  in 
Arkansas,  “so  they  might  be  more  likely  to  remove 
exemptions  than  in  the  past.”  11 
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E  &  P  NEWS 


The  kid  stays 
in  the  paper 

Columnist  at  ‘The  Free  Lance-Star’ 
survives  campaign  aimed  at  ouster 

BY  BARBARA  BEDWAY 

N  HIS  TWO  YEARS  AS  A  COLUMNIST  FOR  THE  FrEE 
Lance-Star  in  Fredericksbui^,  Va.,  Rick  Mercier 
has  gotten  some  spirited  feedback  for  his  take 
on  a  variety  of  subjects,  including  race,  the  death 
penalty,  and  U.S.  foreign  policy.  But  a  recent  column 
criticizing  conservative  columnists  for  attempting 
to  discredit  the  antiwar  movement  “definitely  has 
generated  the  most  heat,”  said  Mercier. 

Early  this  month,  one  local  reader,  John  Goolrick 
—  who  works  as  an  aide  to  U.S.  Rep.  Jo  Ann  Davis, 
R-Va.  —  attempted  to  initiate  an  e-mail  and  phone 
campaign  to  get  the  columnist  fired.  Goolrick’s  Feb.  6 
-  - - 

It  just  aint  legit 

leyalsonllteWelioiiljf? 

BY  MARK  FITZGERALD 

CHICAGO 

INCHED  BY 
budget  deficits, 
legislatures  in 
the  Midwest  are 
considering  allowing 
state,  county,  and  local 
governments  to  put 
their  legal  notices  on 
Web  sites  rather  than 
pay  newspapers  to 
publish  them. 

On  Tuesday,  the 
Racine  County  (Wis.) 

Board  of  Supervisors 
voted  unanimously  to 
ask  for  an  exemption 
from  state  statutes 
requiring  newspaper 
publication  of  public 
notices.  The  county  says 
the  exemption  would 
save  it  $60,000  a  year. 

The  League  of  Kansas 
!  i  Municipalities  told  a 
legislative  committee  in 
Topeka  recently  that 
local  governments  could 
'  save  $3  million  annually 
by  switching  to  the  Net. 


But  Dan  Simon, 
publisher  of  The  Olathe 
Daily  News,  said  forcing 
small  towns  to  host 
secure  Web  sites  would 
eat  up  any  savings.  “It’s 
potentially  damaging  to 
our  company  not  only 
for  revenue  but  on  the 
human  side  as  well,” 
Simon  said.  “We  have  a 
full-time  person  who 
would  lose  her  job  if  this 
went  through.” 

In  South  Dakota,  a 
legislative  committee 
will  vote  soon  on  a 
proposal  to  give  school 
and  county  boards  the 
option  of  publishing 
their  minutes  on  the 
Web  instead  of  in  news¬ 
papers.  Said  David  Bor- 
dewyk,  general  manager 
of  the  South  Dakota 
Newspaper  Association, 
“This  keeps  coming  back 
every  year,  and  it  gets 
tougher  to  fight.”  11 


Rick  Mercier  in  his  other  role:  mild-mannered  copy  editor. 


e-mail  message  referred  to  Mercier ’s  “anti-American” 
columns  and  current  position  as  editor  of  the  Sunday 
“Viewpoints”  section.  He  suggested  recipients  contact 
Josiah  P.  Rowe  III,  the  paper’s  publisher,  and  Paul 
E.  Akers,  its  editorial-page  editor.  Goolrick  said  he 
was  also  sending  his  plea  to  all  veterans’  organizations 
in  the  area. 

Akers,  however,  told  that  Mercier ’s  job  is  safe. 

“If  anything,  his  job  here  is  more  secure  than  it  was 
before,”  he  said  pointedly.  “If  you’re  a  newspaperman, 
you  sure  don’t  want  to  bow  to  outside  pressure.  Rick 
and  I  frequently  disagree  on  things,  but  he  brings  in 
a  variety  of  points  of  view  —  and  that  makes  for  stim¬ 
ulating  reading.”  He  added  that  the  “campaign” 
against  Mercier  never  caught  fire:  “The  main  reaction 
I’ve  gotten  has  been  in  defense  of  Rick’s  right  to  do  his 
job  as  he  sees  fit.” 

Goolrick  told  E^P  in  an  e-mail  message  last  week 
that  he  did  not  want  to  comment  further  on  the 
matter:  “Mr.  Mercier  has  a  right  to  print  whatever  he 
wants  even  though  I  disagree  with  it  And  incidentally 
whatever  I  said  about  Mercier  was  my  opinion  and 
had  no  connection  with  any  person  or  group  [with 
which]  I  might  be  otherwise  affiliated.” 

“I  do  believe  Goolrick  is  speaking  as  a  private 
citizen,”  said  Mercier,  who  was  recently  named  a 
World  Affairs  Journalism  Fellow  by  the  International 
Center  for  Journalists.  “But  if  private  citizen  Ari 
Fleischer  started  a  campaign  to  get  a  columnist  fired 
from  The  Washington  Post,  it  would  be  newsworthy 
precisely  because  of  his  job.” 

Ironically,  Goolrick  himself  once  worked  as  a 
reporter  at  The  Free  Lance-Star,  and  this  month 
the  newspaper  published  a  column  he  wrote  in  the 
“Viewpoints”  section  —  which  Mercier  edits. 

Mercier  said  he  believes  that  “journalists  need  to 
remember  you’ve  got  to  say  what  you  think.  The 
reason  we  do  this  is  to  raise  questions  that  need  to  be 
raised  in  a  democratic  society.  The  risk  is  you’re  going 
to  be  really  unpopular  for  spieaking  your  mind,  but 
that’s  the  responsibility  of  a  reporter  —  especially  in 
times  like  these.”  ® 


SIK61E-C0PY 
M FOCUS 

A  new  analysis  of 
xVsin^e-copy 
buyers  suggests 
opportunities  to  attract 
them,  and  by  exten¬ 
sion  young  adults,  via 
better  service  and 
promotion  of  content, 
according  to  North¬ 
western  University’s 
Readership  Institute. 

Single-copy 
buyers  placed  more 
importance  on  ads, 
especially  classifieds, 
as  they  ranked  their 
local  papers  tower  on 
service  measures  than 
did  subscribers, 
according  to  the 
analysis  based  on  the 
2000  “ImpacT  study. 

The  analysts  found 
that  while  single-copy 
buyers  are  lighter 
readers  than  are 
subscribers,  they  often 
view  the  paper  more 
favorably  —  confirm-' 
ing  that  less-intense 
readership  doesn’t 
reflect  dissatisfaction 
with  the  paper. 

The  data  came 
from  mail  and  phone 
surveys  of  37,000 
consumers 'm  100 
newspaper  markets 
by  the  institute. 

-  LUCIA  MOSES 

60NE,BIITN0T 

FOROOnEN... 

Donald  Robert 
’D.R."  Segal, 

82,  former  CEO  and 
president  of  Freedom 
Communications  Inc., 
died  Tuesday. ... 
Robert  St.  John,  100, 
who  covered  battle¬ 
grounds  from  Chicago- 
land  to  the  Balkans, 
died  Feb.  6.  -  30  - 
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VIRGINIA 


Denis  Finley 

Denis  Finley,  50,  has  been  named  managing 
editor  of  The  Virginian-Pilot  in  Norfolk. 
Now  deputy  managing  editor  for  presenta¬ 
tion,  he  will  assume  his  new  duties  March  3. 
Finley  joined  the  newspaper  in  1987,  serving 
as  a  photographer,  photo  editor,  features 
editor,  and  news  editor.  While  he  was  deputy 
managing  editor.  The  Virginian-Pilot  named  one  of  the 
world’s  best-designed  newspapers  by  the  Society  for  News  Design. 
He  succeeds  Dennis  Haitig,  now  editorial-page  editor. 


Tree  cutting 
strips  park, 
tenant  says 


Rowland  Rebele 
Lowell  Blankfort 

have  sold 

Paradise  (CA)  Post 

(7,429  thrice-weekly  circulation) 

Paradise  Post  Printing 

to 

California  Newspapers  Partnership 

(controlled  by  MediaNews  Group,  Inc.) 

We  are  pleased  to  have  represented 
Rowland  Rebele  and  Lowell  Blamkfort  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 
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KENTUCKY 

Layne  Bruce  to  editor  and  general  manager 
of  the  Glasgou’  Daily  Times  from  publisher 
oi  The  Star-Herald  in  Kosciusko,  Miss. 
Bruce  succeeds  Joel  Wilson,  who  retired. 

PENNSYLVAN I A 

Joe  Beegle  to  publisher  of  the  Bedford 

Gazette  from  general  manager. 

SOUTH  CAROLINA 
Frederick  R.  Greer  to  circulation  director 
at  The  Sun  News  in  Myrtle  Beach  from 
director  of  newspaper  sales  for  Austin, 
Texas-based  NewsStand  Inc. 

Steve  Knickmeyer  to  city  editor  at  The  Post 
and  Courier  in  Charleston  from  North  Area 
editor.  He  succeeds  Dan  Conover,  who  will 
oversee  the  North  Area  and  the  Statehouse. 

TEXAS 

Charlotte  Aaron  to  classified-advertising 
director  at  the  San  Antonio  Express-News 
from  classified-advertising  manager. 

Judy  Allan  to  retail-advertising  director  from 
retail-advertising  manager. 

Bruce  Ford  to  national-advertising  director 
from  national-advertising  manager. 

Paul  Borrego  to  circulation-administration 
director  from  circulation-administration 
manager. 

Sammy  Aburumuh  to  metro  home-delivery 
director  from  metro  circulation  manager. 
Bill  Day  to  deputy  business  editor  from 
assistant  business  editor. 

WISCONSIN 

Bobby  Nowak  to  circulation  director  at  the 
Oshkosh  Northwestern  from  circulation 
director  for  The  Reporter  in  Fond  du  Lac. 

Letty  Acosta  to  circulation  director  at  The 
Reporter  in  Fond  du  Lac  from  consumer¬ 
marketing  manager  for  The  Post-Crescent 
in  Appleton. 


MISSISSIPPI 

Don 
Hudson 

to  managing 
editor  of  The 
Clarion-Ledger  in 
Jackson  from  managing  editor 
of  the  Lansing  (Mich.)  State 
Journal.  Hudson  succeeds  Ron¬ 
nie  Agnew,  now  executive  editor. 
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As  if  Seattle’s  troubled  JOA  did  not  have  enough  problems, 
the  U.S.  Department  of  Justice  signals  an  intervention 


Newspaper  joint  operating 
agreements  (JOAs)  are  like 
mail-order  marriages.  Thev’ 
are  business  arrangements 
foiged  amid  calculations  of  desperation, 
power,  and  earning  potential,  with  all  the 
romantic  notions  —  about  preserving  news 
competition  and  media  “voices”  —  plaving 
no  real  role  on  the  road  to  the  altar. 

By  that  standard,  the  Seattle  JOA  is  a 
marriage  as  seen  on  The  Jerry  Springer 
Show.  It  even  has,  with  The  Seattle  Times 
eagle  logo  on  Publisher  Frank  A.  Blethen’s 
calf,  a  tattoo. 

Blethen’s  family  owns 
50.5%  of  the  Times,  which 
at  224,140  weekday  circu¬ 
lation  is  the  bigger  partner 
in  the  JOA.  Knight  Bidder 
owns  the  rest  of  the  Times 
—  which  means  it’s  got 
plenty  of  nothing.  Seattle 
Times  Co.  CEO  Blethen  has 
said  the  family  “laughed  at” 
an  unsolicited  $750-million  offer  from 
Knight  Bidder  to  buy  the  paper.  Ignored 
by  Blethen  directors  it  thinks  are  mis¬ 
managing  the  papier  badly,  and  pxiwerless 
to  do  anything  about  it,  Knight  Bidder  has 
repieatedly  said  it  would  be  willing  to  give 
up  its  stake  for  the  right  price.  Those  offers 
occasion  laughs  outside  the  family  as  well. 

If  anybody  loathes  Blethen  more  than 
Knight  Bidder,  it  might  be  the  junior  JOA 
partner,  Hearst  Corp.,  which  publishes  the 
157,558-weekday-circulation  Seattle  Post- 
Intelligencer.  In  a  1999  change  to  the  deal, 
Hearst  increased  its  JOA  take  to  40%  from 
32%,  but  lost  its  morning  monopioK’  and 
has  watched  in  frustration  as  its  circulation 
gap  widened.  Now  Blethen  is  making 


noises  about  abandoning  the  agreement 
altogether  —  using  another  provision 
inserted  in  1999  that  piermits  dissolution 
of  the  partnership  if  it  fails  to  make  a  profit 
over  three  consecutive  years. 

Now  this  bottle  of  scorpions  is  being 
px)ked  by  the  Department  of  Justice. 
Appiarently  flushed  with  victory  after 
impx)sing  an  unmerited  financial  settle¬ 
ment  on  the  altemative-p)ap)er  publishers 
NT  Media  LLC  and  Village  Voice  Media 
LLC  for  ending  their  compietitions  in 
Cleveland  and  Los  Angeles,  the  Antitrust 
Division  is  floating  a  trial 
balloon  about  stopping  the 
JOA  dissolution. 

An  anonymous  antitrust 
lawyer,  quoted  in  a  Feb.  8 
stoiy  by  P-I  repxirter  Dan 
Bichman.  said  Justice 
might  intervene  to  force  a 
sale  of  the  P-I,  even  though 
it  approved  the  provision 
that  effectively  allows  the 
Seattle  pwpiers  to  break  the  JOA  whenever 
thev’  want.  We  understand  the  Antitrust 
Division’s  frustration:  Seattle  w'ould  be  left 
with  only  one  piapier  —  and  three  news- 
p)ap)er  compianies  sharing  its  profits. 

But  this  kind  of  result  is  what  JOAs 
deliver  far  more  often  than  their  promised 
decades  of  comjietition  and  diverse  media 
voices.  It’s  similar  to  what  happiened  in 
Miami,  St  Louis,  El  Paso,  Nashville,  Tulsa, 
Shrevepiort,  Knoxville,  Chattanooga,  and 
San  Francisco. 

That’s  why  we  don’t  need  the  Justice 
Department  meddling  in  Seattle,  so  much 
as  we  need  Congress  to  prevent  these  sham 
marriages  by  repiealing  the  Newspapier 
Preservation  Act  of 1970. 


In  many  towns, 
JOAs  preserved 
competing 
publishers’ 
profits,  but  not, 
alas,  their  papers, 


America’s  Oldest  Journal  Covering  the  Newspaper  Industry 

With  which  have  been  merged:  THe  Journalist,  established  March  22, 1884;  Newspaeerdom,  March  1892; 

IViE  Fourth  Estate,  March  1, 1894;  Editor  r  Publisher,  June  29. 1901;  Advertising,  jLTtE  22, 1925. 
OFFICES:  General:  770  Broadway.  New  York.  NY  10003;  Voice:  (800)  336-4380:  Editorial  fa«:  (646)  654-5370:  Advertisini 
fa«;  (646)  654-5360:  Corporate  e-mail:  edpub(S>editorandpuDlis)ier.com:  Web  site:  http://www.editorandpublisher  com.  ChicafO: 
6505  W.  Palatine  Ave.,  Chicago.  IL  60631;  (773)  792-3512;  fax  ■c.EiiliBrABm.'U  AH  BPt imnaliMal 

(773)  792-3513.  Mark  Fitzgerald.  Editor  at  Large.  Washington:  910  MMtwsBie (kelied 

17th  St.  N.W..  Suite  215.  Washington.  DC  20006;  (202)  833-2551.  FAiB  “iST  For Deewibsr 2182 

Todd  Shields.  Washington  Editor. 


WWW.  editorand  publisher,  com 


FEBRUARY  17,  2003  EDITOR  &  PUBLISHER  11 


12  EDITOR*  PUBLISHER  FEBRUARY  17,  2003 


www.editorandpublisher.com 


I  : 


i  ' 


Fit  to  print? 
Terry  Bailey, 
lead  press 
operator  at 
the  Tribune 
Publishing 
Co.  plant  in 
Columbia.  Mo., 
checks  color 
registration  by 
taking  a  close 
look  at  a  tiny 
dot  near  the 
page’s  edge. 


m 
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‘USA  Today’  and  ‘The  New  York  Times’ 
both  ensure  quality  across  company 
and  contract  print  sites.  Here’s  how. 

BY  JIM  ROSENBERG 

IMAGINE  PRINTING  A  MULTISECTION  BROADSHEET  DAILY  ON 
different  single-  and  doublewide  presses  (new  and  old,  from  four 
manufacturers)  at  17  plants  in  14  states  and  owned  by  10  news¬ 
paper  companies.  Now  try  multiple  versions  on  40  presses  of 
various  kinds  in  various  owners’  37  plants.  Yet,  in  both  cases  — 
domestic  printing  of  The  New  York  Times  national  edition  and  USA 
Today,  respectively  —  press  runs  are  on  time  and  reproduction  is 
consistently  first-rate.  Both  dailies  have  done  it  for  more  than  20  years. 
Their  uniform  quality  in  all  markets  is  attributable  to,  among  other 

Lead  Press 
Operator  Tom 
Kingsl^  (left) 
and  Print 
Director  Ron 
Cartledge 
examine  a 
Times  copy 
from  an  early 
press  run. 


wwwedi  torandpublisher.com 
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things,  local  expertise,  overall  systematic 
approaches,  and  ceaseless  checking. 

Judging  from  print-site  and  corporate 
managers’  comments,  the  papers  seem  to 
differ  most  in  the  extent  to  which  they  seek 
to  define  local  practice.  Whereas  USA 
Today  prescribes  procedures,  the  Times  is 
more  inclined  to  specify  standards. 

Of  course,  both  have  quality  standards, 
and  the  Times  does  have  operating  proce¬ 
dures  —  including  press  maintenance,  roll¬ 
up,  ink  settings,  and  checks  ranging  from 
registration  to  blanket  and  paper  flaws  to 
dampener  nozzles.  But  print  sites  have 
leeway  in  how  they  achieve  the  desired 
quality,  according  to  produc¬ 
tion  chiefs  who  spoke  with 
EisiP.  (The  Times  declined  to 
comment  for  this  stoiy.) 

“If  you  do  your  job,  you 
don’t  have  much  contact” 
with  the  Times,  says  a  print- 
site  manager.  “They  have 
high  expectations  of  quality, 

[but]  provide  the  support 
necessary,”  says  another. 

“They  have  their 
standards,  and  it’s  up  to  us  to 
meet  those  standards,”  says 
Tom  McMahon,  pressroom 
manager  at  Copley  Press 
Inc.’s  Daily  Breeze  in 
Torrance,  Calif,  where  a 
35-year-old  Goss  Metro 
prints  50,000  copies.  “We  try 
to  keep  it  in  good  condition,” 
he  says.  It  first  printed  the 
Times  in  August  1982,  when 
Gannett  Co.  Inc.’s  USA  Today  was  a  baby. 

Back  then,  USA  Today  was  a  new  kind  of 
daily  that  was  sold  everywhere;  the  Times 
was  the  same  Gray  Lady  printed  at  a  few 
plants  for  a  few  big  markets.  In  the  years 
since,  other  dailies  transmitted  pages  for 
output  at  either  commercial  printers  {The 
Christian  Science  Monitor)  or  company- 
owTied  plants  {The  Wall  Street  Joumat).  In 
contrast,  USA  Today  and  the  Tiynes  print 
at  both  company  and  commercial  sites. 

All  kinds  of  iron 

One  of  the  first  contract  sites  erected  the 
first  Goss  Colorliner,  designed  to  meet  the 
demands  of  USA  Today.  In  fact,  that^rra^ 
Times  plant  in  Springfield,  Va.,  was  among 
the  first  to  print  both  USA  Today  and  The 
New  York  Times.  Now,  as  Gannett-owned 
Springfield  Offset,  it  continues  to  print  the 
Times.  And  The  Arizona  Republic  still 
prints  the  Times  two  years  after  Gannett  i 
acquired  the  Phoenix  daily,  while  Gannett-  | 
owned  Phoenbc  Offset  prints  USA  Today. 


Just  weeks  ago.  Republic  Production  i 
Vice  President  Bob  Kotwasinski  also  took  i 
charge  of  Phoenix  Offset.  Goss  Metros  and 
Colorliners  in  two  plants  print  the  Republic 
(500,000  copies,  600,000  Sundays),  while 
Phoenix  Offset’s  singlewide,  two-around 
Goss  Urbanite  prints  USA  Today  (up  to 
90,000  copies).  The  Republics  singlewide, 
one-around  Goss  Universal  45,  with  its  j 
own  crew,  prints  15,000-plus  Times  copies  j 
(all  are  winter  figures).  The  Universal  was 
bought  to  print  the  Times'  wider  pages 
when  the  big  presses  went  to  50-inch  webs. 

For  the  Times'  pages  and  color,  the 
Tribune  Publishing  Co.  needed  more  than 


the  two  singlewides  serving  its  150 
customers.  So  the  Columbia  (Mo.)  Daily 
Tribune  parent  entered  into  a  “partnership 
plan”  with  the  Times,  buying  a  Universal 
45.  The  Tribune  began  turning  out  the 
Times  after  a  week  of  testing  and  was 
named  among  the  top  Times  print  sites  a 
month  later.  Much  like  arrangements  with 
other  singlewide  sites,  its  long-term  con¬ 
tract  amounts  to  a  guarantee  of  business 
“as  long  as  you  meet  [Times']  qualify’ ...  and 
deadline  requirements,”  says  Ron  Cart- 
ledge,  Tribune  Publishing’s  print  director. 

When  the  Times  first  looked  to  Denver 
years  ago,  “we  just  couldn’t  fit  it  in,”  recalls 
Frank  Dixon,  production  vice  president  at 
the  Denver  Newspaper  Agency  (DNA).  The 
next  time  the  Times  came  to  town,  the 
locals  suggested  they  make  deadline  by 
printing  on  a  singlewide  and  assembling 
sections  on  an  inserter.  They  installed  a 
Heidelberg  Mercury  in  1999,  and 
“everything  we  put  on  it  looks  great,”  says 
Dixon.  Singlewides  elsewhere  followed. 


A  sample  of  Times  printers  shows  their 
diversity:  Freedom  Communications  Inc.’s 
The  Gaston  Gazette,  Gastonia,  N.C.,  and 
Advance  Publications’  The  Ann  Arbor 
(Mich.)  News  (Goss  Magnums);  Cox 
Enterprises  Inc.’s  The  Atlanta  Journal- 
Constitution  (TKS);  Cox's  Austin  (Texas) 
American-Statesman  (Goss  Metroliners, 
KBA  towers);  the  Seattle  Times  Co.’s 
Rotary  Offset  Press  subsidiary  (KBA 
Continent);  the  Tribune  Co.’s  South 
Florida  Sun-Sentinel,  Fort  Lauderdale, 
and  the  New  York  Times  Co.’s  The  Ledger, 
Lakeland,  Fla.  (Colorliners). 

Gannett  sites  for  USA  Today,  mean¬ 
while,  run  assorted  Goss 
gear  and  MAN  Roland 
singlewides,  with  a  one- 
around  doublewide  Regioman 
coming  to  The  Honolulu 
Advertiser  (a  likely  future 
site).  Other  print  sites  include 
North  Jersey  Media  Group 
Inc.’s  Rockaway,  NJ.  plant 
{USA  Today's  only  straight 
runs,  on  a  Mitsubishi  press). 
Probably  the  oldest  iron  is 
the  Marin  Independent 
JoumoTs  Hoe  Lithomatic  II 
in  Novato,  Calif  It  and  the 
San  Bernardino  County  Sun 
Headliners  together  run  at 
least  210,000  copies. 

The  Times,  too,  is  big  in 
California.  Its  Sunday 
advance  sections  make  her 
operation  the  biggest  West 
Coast  Times  printer,  says 
Eileen  Hammond-Cuff,  production 
director  at  Knight  Ridder’s  Contra  Costa 
County  plants.  After  14  years  in  Walnut 
Creek,  the  Times'  color  needs  led  it  to 
Concord’s  Colorliners  in  1998. 

In  most  areas.  Times  print  sites  run  only 
12,000  or  15,000  copies.  Rotary  Offset 
produces  28,000  daily,  36,000  Sunday. 

At  22  Gannett  and  15  non-Gannett  sites, 
USA  Today  press  runs  range  from  42,000 
to  150,000  copies,  according  to  John  Yates, 
its  production  operations  director. 

The  ‘USA  Today’  way 

Considering  what  it  takes  to  do  a  good 
job  on  one  press,  how  does  prepress  create 
pages  daily  for  each  of  many  plants’  differ¬ 
ent  presses?  The  short  answer:  it  doesn’t 

“In  our  [color]  separation  process,  we 
aren’t  targeting  any  one  of  those  presses,” 
says  Yates.  Instead,  prepress  aims  for  the 
“middle  of  the  road,”  asking  local  managers 
to  adjust  as  needed.  Yates  calls  it  some¬ 
thing  of  a  “hybrid”  of  averaging  and  tailor- 


Quality  Analyst  Tim  Hughes,  leading  a  weekly  quality-assessment  meeting  held 
this  month,  presents  USA  Today  pages  for  a  team  to  critique. 
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API’s  Cutting  Edge: 

The  knife  you  want  to  go  under 


Cartoon  by  Walt  Handeisman.  Newsday.  Handelsman  won  the  Pulitzer  Pnze  for  Editonal  Cartooning  in  t997 


No,  API  is  not  in  the  business  of  health  care,  it’s  in  the  business  of  making 
newspapers  better.  This  happens  in  the  conference  room,  not  the  emergency  room, 
with  some  of  the  most  innovative  programs  and  learning  approaches  around.  If  you 
want  to  lead  your  market,  increase  readership,  achieve  editorial  excellence,  improve 
your  workplace  culture  and  mentor  the  next  generation  of  leaders,  call  our  specialists, 
It's  just  what  the  doctor  ordered. 

■■■  American 


API 


■■I  Institute 

THE  LEADERSHIP  PLACE 
www.americanpressinstitute.org 

11690  Sunrise  Valley  Drive 
Reston,  VA  22191-1498 


* 


This  message  was  made  possible  by  support  from  Tribune  Publishing. 
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ing.  The  first  succeeds  because  much  meas¬ 
uring  keeps  all  sites’  equipment  operating 
within  an  acceptable  range.  The  second 
works  because  it  is  on-site  and  minimal. 

Raster  image  processors  (RIPs),  which 
convert  page  data  into  files  used  to  directly 
image  film  or  plates,  were  not  considered  for 
the  sites.  Differences  among  RIPs  cause  font 
and  other  problems.  Instead,  the  paper’s 
RIP  farm  in  Tysons  Comer,  Va.,  is  the  last 
stop  for  pages  in  electronic  form  before  they 
are  checked  on  screen  for  completion  and 
organized  and  uploaded  by  production- 
management  software  for  satellite  distri¬ 
bution.  By  controlling  all  RIPs,  USA  Today 
ensures  all  sites  get  all  pages  as  intended. 

To  assess  printing  and  check  output 
devices,  every  site  uses  a  densitometer 
calibrated  to  the  headquarters  reference 
value.  With  sites  “required  to  achieve  a 
certain  ink  density  on  primaries,”  says  Yates, 
density  readings  are  fed  to  SeeColor  Corp.’s 
ColorLoop  application,  which  makes  any 
necessary  adjustment  to  the  proofing 
software.  “That’s  what  produces  the  same 
results  across  all  the  proofers,”  he  notes. 

“On  a  weekly  basis,  eveiy'  site  is  required  to 
send  us  a  standard  USA  Today  test  page  off 
the  proofers.”  says  Yates.  All  are  compared 
with  an  original  master  proof  to  see  that 
systems  in  the  field  match  the  master 
proofer  at  HQ.  Immediate  action  is  taken  to 
correct  out-of-tolerance  proofs.  Thanks  to 
controls  now  in  place,  says  Yates,  “We 
haven’t  brought  a  bad  proof  to  the  meeting 
in  over  a  year.”  Last  year,  the  sites  installed  a 
new  SeeColor  version  that  will  not  print 
proofs  until  calibration  has  been  performed. 

USA  Today  advertising  people  submit 
page  layouts  with  ad,  page-count,  and  color- 
position  information  to  HQ,  where  they 
enter  a  Prolmage  NewsWay  production- 
management  system  that  creates  a  plan 
assigning  certain  ads  to  certain  sites.  The 
plan,  editorial  material,  and  appropriate  ads 
are  transmitted  to  all  sites.  Each  records 
pages  meant  only  for  it  and  those  common 
to  all  sites,  and  automatically  confirms  every 
data  bit  via  frame-relay  landline  connection 
back  to  HQ  (which  monitors  site  status  and 
automatically  resends  missed  data).  Because 
all  sites’  PCs  are  netw'ork  nodes,  Yates  says, 
sites  communicate  by  writing  into  that  reply 
channel’s  universally  viewed  chat  window. 

Though  NewsWay  largely  manages  itself 
(stitching  elements,  RlPping  pages,  assign¬ 
ing  and  sending  plans  and  content),  “there’s 
no  substitute  for  eyeballs.”  Yates  says.  “With 
37  properties,  it’s  a  pretty  good  bet  you’re 
going  to  have  something  happening  on  any 
night,”  he  says.  So  at  least  two  people  are 
ready  to  field  calls  “as  a  first  line  of  defense” 


the  system  to  process  whatever  page  is  to  be 
paired  with  the  one  already  proofed.  The 
automated  s>'stem  generates  a  proof  upon  a 
page’s  arrival,  but  withholds  that  page  from 
the  platesetter  until  its  mate  arrives. 

USA  Today  has  supplied  its  site  with  pairs 
of  either  50-plate-per-hour  internal-drum 
Barco  (Gerber)  Crescent  New's  or  100-pph 
flatbed  Agfa  (Strobbe)  Polaris  platesetters.  It 
keeps  detailed  specifications  for  all  consum¬ 
ables,  authorizes  shop  standards,  monitors 
ink  and  newsprint,  and  specifies  test  devices. 

As  for  production  differences,  Kotwasinski 
says  Times  and  Today  ink-density 
standards  and  color  volumes  may  vaiy. 
Republic  plants  use  one  ink  supplier  and 


against  system  or  platesetter  problems. 

Proofing  for  completeness  and  as  a  guide 
for  press  crews  is  standardized  on  SeeColor 
software,  Hewlett-Packard  1050C  printers, 
and  paper  that  mimics  printed  pages  better 
than  real  newsprint,  which  absorbs  proofing 
dyes,  according  to  Yates. 

Besides  good  prepress  files  and  process 
consistency,  “the  key  is  standardization,”  says 
Phoenbc’s  Kotwasinski,  who  admits  he’s  “just 
learning  about  producing  USA  Today”  and 
lucky  to  inherit  a  good  19-year-old  operation. 

With  USA  Today  converting  to  computer- 
to-plate  (CTP)  three  years  ago,  “the  proof 
will  be  printed  well  ahead  of  the  plate,”  says 
Yates.  That  allows  staff  to  check  proofs  and 


At  Denver  Newspaper 
Agency's  Commercial 
and  Preprint  Division, 
Plant  Manager  Bart 
Bockman  holds  a 
Times  pulled  after 
initial  adjustments 
on  the  Heidelberg 
Mercury  (right);  Gary 
Maxey  checks  color 
density  while  in  the 
background  fellow 
lead  operator  James 
Wise  sets  register; 

Denver's  Golden 
Apple  from  last  year. 


Phoenix  Offset  another.  The  Times  does  not 
specify  a  supplier;  USA  Today  allows  both. 

‘Times’  up  front  about  quality 

All  the  dailies  Kotwasinski  oversees  use 
the  same  proofers.  “While  proofs  are  help¬ 
ful,”  he  says,  “we  prefer  to  use  densitometers 
to  achieve  accurate  ink  settings.”  Production- 
management  systems  vary.  Phoenix  receives 
Times  pages  via  satellite  in  a  Scitex  imaging 
system,  with  a  Parascan  system  presetting 
inks  and  pairing  pages.  In  Columbia,  pages 
arriving  over  Tl  lines  enter  an  EskoNet 
system,  where  they  are  paired  and  passed 
to  a  platesetter.  A  daily  imposition  and 
color-position  map  is  sent  over  the  Net. 

The  Times  lists  consumables  that  sites 
use,  but  only  for  pricing  purposes.  “They 
give  you  the  latitude  to  specify-  what  you  use. 
They  want  you  to  be  comfortable,”  says 
Columbia’s  Cartledge.  And  it  does  not  “sup¬ 
ply  us  with  a  three-ring  binder”  of  proce¬ 
dures,  says  Kotwasinski.  “They’re  not  as 
structured  as  USA  Today.”  But  the  results, 
he  says,  “show  you  that  both  systems  work” 
in  targeting  high  quality  and  low  waste. 

Unlike  USA  Today,  only  five  Times  sites 
use  CTP;  three  with  Autologic  3850  and 
two  with  Purup-Eskofot  platesetters.  The 
difference  matters.  Seattle’s  Rotary  Offset 
and  Tribune  Publishing  use  Purup)-Eskofot 
imagers’  higher  available  resolution  for 
some  commercial  jobs.  For  the  Times  and 
Daily  Tribune,  the  3850  “would  have  been 
perfectly  sufficient,”  Cartledge  says.  “We  run 
panorama  plates  on  everything,”  he  says.  But 
the  Times  occasionally  sent  paired  pages  at 
different  resolutions  —  not  always  a  problem 
for  single-page  plates,  but  impossible  for 
two-page  panoramas.  “They  finally  got  that 
resolved  last  year,”  says  Cartledge.  Sites 
e.xposing  plates  from  film  can  use  3850 
Wide  and  Scitex  Dolev  imagesetters. 

Last  year,  Rotary  Offset  seemed  as  lucky 
as  Tribune  Publishing.  Printing  the  Times 
“^vent  fairly  smoothly”  on  its  new  KBA 
Continent,  says  General  Manager  Ken 
Hatch,  who  found  the  Times  cared  most 
that  its  new  site  follow  standard  operating 
procedures  “to  enable  us  to  meet  their 
printing  [quality]  requirements.” 

The  Times  supplies  quality  guidelines,  but 
“they  do  not  tell  us  what  to  use,”  says  Bart 
Bockman,  plant  manager  of  DNA’s 
Commercial  and  Preprint  Division.  Retired 
Times  executive  Jeny  McCauley  and  his 
national-edition  team  made  it  clear  that  they 
sought  strong  relationships,  Bockman 
recalls,  but  did  not  W2uit  “to  run  the  shop.” 

In  planning,  file  delivery,  measurement, 
calibration,  quality  checks,  and  proofing. 
Times  practices  resemble  USA  Todays. 


“Everybody’s  receiving  the  same  quality  up 
front,”  Kotwasinski  says,  echoing  counter¬ 
parts’  comments  and  crediting  constant 
monitoring  for  consistency  in  print  quality. 

Prepress  gets  a  monthly  snapshot  of  all 
sites  when  it  prints  and  submits  a  Graphic 
Arts  Technical  Foundation  test  target.  Also, 
three  hours  before  each  day’s  press  run,  it 
outputs  a  test  page  to  check  the  connection 
and  quality.  Contra  Costa’s  Hammond-Cuff 
says  the  procedure  takes  about  30  minutes. 

Constant  evaluation 

On  the  sensitive  subjects  of  people  and 
paper  waste,  most  sources  concede  some 
connection  to  quality,  though  not  always  as 


imagined.  Some  operations  are  unionized, 
some  aren’t,  and  some  have  it  both  ways. 

But  in  many  cases,  it  is  commercial  shops’ 
business  (ev-en  physical)  separation  fix)m 
newspapers  that  matters  —  not  to  mention 
their  often  newer,  better  equipment. 

Cartledge  views  Tribune  Publishing  as  “a 
daily  newspaper  with  a  huge  investment  in 
commercial  printing,”  where  reliance  on 
contract  work  promotes  attention  to  quality. 
It  doesn’t  hurt  business,  he  adds,  “to  be  able 
to  say  you  print  The  New  York  Times.” 

Some  crews’  low  turnover  facilitates 
consistency  and  motivation  through 
recognition,  says  one  Times  site  manager. 

Asforw-aste  {continued  on  page  33} 


Deadline:  March  3rd 


The  Paul  Mongerson  Prize  for 
Investigative  Reporting  on  News  Coverage 

$10,000  First  Prize 
$1, 000  Awards  of  Distinction 


PURPOSE 

To  honor  outstanding  journalists  who  investigate  and  promptly  report  on 
inaccurate,  incomplete,  or  misleading  news  coverage.  Among  the  many 
awards  for  investigative  reporting,  this  is  the  only  prize  that  recognizes 
journalists  for  serving  the  public  interest  by  holding  members  of  their  own 
profession  to  the  hignest  of  journalistic  standards. 

GOAL 

To  improve  the  quality  of  news  coverage  and  increase  the  public’s  suppon 
for  a  free  and  independent  press. 

BACKGROUND 

America’s  constitutional  guarantee  of  a  free  press  protects  journalists  from 
broad  government  restrictions  on  reponing.  So  the  public  depends  on 
journalists  to  hold  themselves  to  the  high  standards  necessary  to  produce 
quality  news  reporting.  While  most  stories  meet  these  standards,  those 
tnat  fall  short  are  usuallv  critiqued  long  afterwards  in  books  or  professional 
journals  the  public  rarely  sees.  The  Mongerson  Prize  was  established  to 
recognize  and  promote  timely  critiques  that  appear  in  media  outlets  with 
a  wide  general  audience.  By  monitoring  itself  m  this  manner,  the  press 
fulfills  Its  main  role  in  providing  quality  news  coverage  w-hile  also  building 
public  trust  in  its  integrity. 

2001  WINNERS 

First  Prize  of  $10,000  was  awarded  to  David  Folkenflik  of  the  Baltimore 
Sun  for  his  investigation  of  Geraldo  Rivera’s  coverage  of  the  war  in 
Afghanistan  on  the  Fox  News  Channel.  $1,000  Awards  of  Distinction 
went  to  Michael  Massing  of  The  Nation,  for  his  critique  of  New  York 
Times  coverage  of  the  anthrax  attacks:  and  to  Matthew  Rose  of  the  Wall 
Street  Journal,  for  his  critique  of  “media  myths”  about  the  war  in  Af¬ 
ghanistan. 

SPONSOR 

The  prize  is  sponsored  by  the  Center  for  Media  and  Public  Affairs  in 
Washington,  DC. 

SUBMISSIONS 

Submissions  for  2002  competition  accepted  through  March  3,  2003.  For 
more  information  visit  www.cmpa.com  or  call  1-800-707-8304. 
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special  Advertising  Section 


COLORLINER  —  Flexibility,  Flexibility,  Flexibility 


In  the  newspaper  industry,  “flexibility"  is  becoming  a  synonym 
for  success  and  growth.  Newspaper  related  commercial  prod¬ 
ucts,  timed  editions,  localized  variations,  lifestyle  and  advertis¬ 
ing  supplements,  targeted  inserts,  versatile  color  positions  and 
the  insetting  of  heatset  sections  have  all  joined  the  armory 
employed  by  many  publishers  in  the  battle  to  differentiate  their 
products  and  drive  success  and  increased  advertising  revenues. 

For  many  years,  Goss  has  led  the  way  in  providing  features  on 
its  presses  that  provide  maximum  ‘flexibility’  during  the  printing 
process.  Recently  this  drive  for  flexibility  has  become  centric  to 
Goss’  vision  of  the  future. 

DOUBLE-WIDTH  FLEXIBILITY 

In  the  double-width  arena,  the  Colorliner  is  a  truly  generic  press, 
the  building  blocks  of  which  can  be  put  together  in  the  widest 
possible  variety  of  ways  to  suit  specific  customer  production 
needs.  For  example,  80,000  cph  and  70,000  cph  Colorliner 
printing  towers  can  be  combined  in  the  same  press  line  for  var¬ 
ied  production;  two  or 
more  folders  can  be  used 
to  produce  different  or 
identical  format  products 
simultaneously. 
Alternatively,  a  single¬ 
width,  two-around  tower 
can  be  added  -  with  or 
without  heatset  capability 
-  for  highly  flexible  mixed 
newspaper  and/or  semi¬ 
commercial  work. 

In  each  case,  any  Goss 
press  element  can  be  placed  in  a  variety  of  locations  to  suit  the 
topography  of  an  existing  plant  -  four-high  towers  at  right-angles 
if  required  or  folders  or  four-highs  at  reel-room  level. 

In  addition  to  total  configuration  flexibility,  the  Colorliner  can  be 
‘tuned’  exactly  to  the  type  of  work  that  it  is  going  to  produce.  This 
provides  maximum  economy  in  purchase  price  and  the  ongoing 
cost  of  ownership.  For  example,  3-form  inking  can  be  placed 
exactly  where  the  customer  needs  optimum  print  quality  for 
cover  pages,  advertisements  and  special  sections.  Elsewhere  2- 
form  inking  can  be  used. 

Once  the  towers,  folders,  reelstands  and  inkers  have  been 
decided,  the  Colorliner  has  a  wide  portfolio  of  options,  depend¬ 
ing  on  needs.  Automated  blanket  wash,  color  registration,  reel- 
room  automation  and  folder  enhancements,  such  as  stitchers 
and  gluers,  among  others  lead  to  the  most  versatile,  flexible  dou¬ 
ble-width  press  in  the  world. 

IMPOSITION  DRIVEN... 

Goss’  experience  with  one  of  the  largest  Colorliner  presses  in  the 
world,  at  Schibsted  Trykk  in  Oslo,  Norway,  led  the  company  to 
focus  on  imposition  data  and  its  potential  to  control  the  entire 
press.  “Our  objective  is  to  provide  consistency  through  automa¬ 
tion.  This  is  of  prime  importance  on  a  modern  press.  But  with 


the  flexibility  of  future  Colorliner  installations  it  may  become 
imperative,”  states  Martin  Campbell,  Goss  General  Sales 
Manager,  Scandinavia.  “For  example,  two  press  crews,  working 
different  shifts  may  run  similar  48-page  products.  Through  their 
own  experiences,  the  crews  will  probably  have  different 
approaches  to  running  the  job.  The  end  result  may  be  identical 
in  look,  feel  and  print  quality,  but  the  overall  job  time  and  waste 
levels  may  vary  considerably." 

To  eliminate  the  potential  for  these  differences,  Goss’s 
“Imposition  Driven”  press  holds  historical  records,  so  that  the 
exact  parameters  from  a  previous  job  can  be  repeated,  in  this 
way,  press  crews  can  analyze  past  work  and  define  the  settings 
best  used  for  a  specific  publication,  in  terms  of  press  configura¬ 
tion.  Only  the  new  ink  pre-setting  data  is  then  used  to  ensure 
accurate  color  of  the  new  job. 

The  proof  of  the  system  is  in  its  practical  application.  At 
Schibsted  the  “Imposition  Driven”  Colorliners  have  totally  inte¬ 
grated  control  systems.  These  not  only  configure  the  press  and 
control  the  ink  densities  but  also  oversee  settings  that  affect  the 
overall  quality  of  the  printed  product,  such  as  color  registration 
and  ribbon  control  into  the  folder. 

“Flexibility  is  one  of  our  key  assets,"  concludes  Shane  Lancaster, 
Senior  Vice  President  and  General  Manager  of  Goss  UK.  “We 
not  only  have  a  comprehensive  press  range,  which  is  getting 
more  flexible  all  the  time,  but  also  a  flexible  approach  to  solving 
the  needs  of  our  customers  without  compromise.  We  always 
ensure  that  a  press  fulfils  its  requirements  from  new,  but  with 
the  potential  to  be  ‘flexible’  for  its  entire  life  with  further  features, 
extensions  and  enhancements.  We  will  provide  the  right  solution 
to  ensure  maximum  automation  from  page  data  to  high  volume 
printing  and  every  stage  in  between.” 

“We  believe  that  productive  print  centers  using  highly  innovative 
and  flexible  press  configurations  are  the  way  forward.” 

—  Shane  Lancaster 
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We  are  listening 

New  methods  and  approach 
International  products  and  capabilities 
New  presses,  tower  additions,  latest  features 
Lifetime  parts,  service  and  enhancement  programs 


The  Customer  Driven  Business 


INU  Rr4AnONAI 


World  Newspaper  Press  Systems 

www.gossinternational.com 


Special  Advertising. Section 


Affordable  Solutions  for  All  Platforms 


Harris  and  Baseview  offer  top-of-line 
publishing  solutions,  extreme  customer 
service  and  affordable  prices  for  every  size 
publication,  no  matter  the  platform  you  prefer. 

Your  Harris  and  Baseview  system  will  get  your  ideas 
from  your  head  to  print,  to  the  Web,  to  your  archive 
and  more,  all  with  minimal  fuss  from  your  staff, 
freeing  them  up  for  creativity,  selling,  marketing  and 
all  the  other  things  they  do  best. 

Your  advertising  department  will  delight  in  our 
groundbreaking  software.  AdManagerPro,  newly 
rewritten,  offers  a  powerful  database  to  harness 
your  ads  and  customer  information,  easy-to-use 
ad-taking  screens  and  tons  of  reports. 
AdManagerPro  harnesses  the  power  and  ease  of 
Macintosh  OS  X  to  its  fullest. 

For  Windows  users,  we  offer  AdPower,  again  featur¬ 
ing  WYSIWYG  ad-taking  screens,  as  well  as  multi- 
media  publishing,  multiple  schedules  for  each  ad 
and  data  warehousing.  Both  advertising  solutions  let 
you  easily  publish  to  the  Web  for  revenue-generat¬ 
ing  online  classifieds. 

Our  newsroom  solutions  are  as  varied  as  news¬ 
rooms  themselves.  We  design  software  specifically 
for  journalists,  so  you  don’t  have  to  piece  together 
word-processing  and  pagination  packages  designed 
for  other  tasks.  The  Jazbox  suite  of  products  - 
Newsjaz,  Webjaz  and  Jazstor  -  gets  your  information 
to  your  readers  quickly  and  smoothly.  Jazbox  runs 
on  Windows.  Newsjaz  features  design  tools  for 
QuarkXPress  and  InDesign,  a  text  editor  that  mini¬ 


mizes  repetitive  tasks  and  copy-editing  tools  that  let 
you  see  what  the  story  will  really  look  like  on  the 
page.  Webjaz  publishes  your  information  to  the  Web 
with  no  HTML  coding  on  your  end.  Jazstor  gives  you 
a  fruitful,  jam-packed  archive,  filled  with  text, 
images,  ads  and  artwork,  using  open  architecture 
so  you  can  easily  research  and  re-use. 

NewsEditPro  and  NewsEditPro  IQue  are  editorial 
solutions  also  designed  for  journalists,  with  drag- 
and-drop  editing,  fuss-free  pagination  and  thorough 
spell  checking.  NewsEditPro  uses  the  Macintosh 
folder  system  to  keep  track  of  your  files  (stories  and 
pictures),  while  the  IQue  system  (for  Macintosh  and 
Windows)  uses  a  database  and  a  variety  of  fields  to 
organize  everything  from  agate  to  text. 

Our  Macintosh  pagination  tools  let  you  quickly  build 
pages  in  QuarkXPress  or  InDesign,  while  linking 
seamlessly  to  your  front-end  system. 

The  headaches  of  Internet  publishing  have  been 
erased,  thanks  to  tools  that  let  you  effortlessly  pub¬ 
lish  stories  and  pictures  to  your  Web  site  when  you 
want,  with  no  time  spent  on  coding.  You  can  also 
build  a  thorough  digital  archive  with  our 
ArchivelQue  solution. 

ProductionManagerPro  unites  your  advertising  and 
production  departments  by  keeping  ads  and  all 
their  elements  together  in  easy-to-find  folders.  You’ll 
no  longer  have  to  deal  with  tiny  pictures  of  houses 
lost  on  the  backshop  floor  or  missing  fonts  when  it’s 
time  to  publish.  ProductionManagerPro  keeps  track 
of  everything,  including  deadlines,  for  you. 
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Base\ie^^  Produc  ts  •  734.662.5800  •  wACAv.baseM’cu.coni 


iwpt . .  “T"  — 

Digital  Publishing 


Harris  &  Baseview  offer  proven 
solutions  that  take  your  paper  from 
idea  to  press  to  Web  and  beyond.  And 
we  make  it  easier  on  everyone 
involved,  automating  the  routine  tasks 
and  freeing  up  your  time  for  the 
important  stuff. 


CircnilationPro  111  takes  all  the 
popular  features  from  our  previous 
versions  and  adds  server  options 
including  Macintosh  OSX,  Windows 
and  Solaris.  On  the  client  end,  it's  a 
simple  Web  browser!  Yet  your  data  is 
secure,  your  functions  speech’  and 
vour  time  is  saved. 


AdManagerPro  4  is  another  lewritten- 
from-tlie-ground-up  solution.  You  get 
WYSIWYG  ad  composition,  a  unified 
database,  .simple  pi^nation  and  Web 
piihlLshing  that  onh  takc's  a  few  clicks. 


Ja/lx)x  comprises  three  print,  Web 
and  aR’Iming  pnxlucts  tliat  can  work 
together  or  separately.  You  get  power¬ 
ful  asset  management,  the  ability  to 
publish  in  multiple  nit'dia  and  a 
database  that  will  store  any  type  of 
native  file  for  research  and  re-use. 


Move  towcird 

the  lidit! 


"If  you  have  the  knowledge,  let  others  light  their  candles  at  it." 

Margaret  Fuller 


For  more  information  about  how’  to 
make  publishing  your  ncAvspaper 
child's  play,  visit  www'.jazbox.coin  or 
www.baseview.com. 


Special  Advertising  Section 


SITMA  is  the  world’s  largest  and  most  com¬ 
plete  manufacturer  of  high-speed  poly 
wrapping  and  distribution  systems  equip¬ 
ment  for  the  newspaper,  graphic  arts,  packaging 
and  mailing  industries.  Our  experience  and 
diverse  product  offering  allow  us  to  provide  news¬ 
paper  mailroom  systems  that  meet  the  needs  of 
each  application. 

SITMA  offers  the  most  technologically  advanced 
product  feeders  on  the  market  today  in  a  variety 
of  designs  This  variety  provides  the  ability  to  feed 
a  wide  range  of  products  -  from  a  tissue  thin  FSI 
to  an  advertiser’s  product  samples.  In  addition, 
SITMA  was  very  proud  to  recently  introduce  the 
975  News  Feeder,  which  allows  the  collation  of 
pre-inserted  sections  back  to  a  “complete”  to  be 
poly-wrapped.  Selective  or  non-selective  collation 
and  inserting  is  much  simpler,  faster  and  more 
efficient  with  a  totally  integrated  SITMA  system. 

SITMA  manufactures  and  provides  the  finest  in 
quarter-folding,  buffering,  in-line  addressing,  real 
time  insert/onsert  printing,  stackers  and  distribu¬ 
tion  systems  in  the  industry.  All  of  these  features, 
including  PC-based  system  control,  can  be  inte¬ 
grated  with  the  full  line  of  SITMA  polywrappers, 
recognized  as  the  best  in  the  world. 

All  of  this  is  available  from  a  single  source,  from 
a  single  manufacturer:  SITMA. 

SITMA  equipment  is  known  worldwide  for  its  per¬ 
formance,  durability  and  functionality.  With  our 
strong  customer  commitment  support,  SITMA 
U.S.A.’s  full  service  facility  in  St.  Paul,  MN  deliv¬ 
ers  time-tested  expertise  in  its  sales,  customer 
service,  field  service,  and  the  assembly  of  new 
and  remanufactured  newspaper  packaging  and 
distribution  systems. 


The  complete 
truth  about  Sunday 
packaging  systems. 


The  truth  is,  there's  only  one  complete  in-line  system  when  it 
comes  to  collating,  polywrapping,  stacking,  inkjetting  and  selective 
feeding.  It's  SITMA. 

With  our  modular  system,  you  get  the  state-of-the-art  components 
that  are  right  for  you  today  —  and  grow  as  you  grow.  Our  precision 
solutions  are  nimble  enough  to  keep  pace  with  the  largest  papers  in 
the  world.  And  with  our  innovative  design  and  dedicated  SITMA 
service,  you'll  appreciate  the  up-time. 

SITMA  delivers  exceptional  value  compared  to  other  cobbled-together 
solutions  that  run  at  a  fraction  of  the  speed. 

For  the  complete  story,  call  us  today. 

We'll  find  a  solution  that's  right  for  you. 


45  Empire  Drive,  St.  Paul,  MN  55103 
800-728-1254  •  Fax  651-222-4652  •  www.sitma.com 
Italy  •  France  •  United  States  •  Japan 


H  Vision  Data  Celebrates  30  Years  of  Growth  &  Innovation 

Vision  Data  Equipment  Corp.  enters  its  4th  decade  of  service 
to  publishers  with  new  cutting-edge  products,  an  expanded 
staff  and  a  current  support  list  of  1 000-h  publications. 

Vision  Data  is  the  oldest  newspaper  business  software  supplier 
under  the  same  continuous  ownership.  It  is  also  one  of  today’s 
most  innovative  and  financially  solid  software  companies,  with  a 
wholly-owned  building,  housing  support,  development  and  training 
facilities,  and  an  average  tenure  of  12+  years. 

Vision  Data  was  the  first  to  introduce  many  of  the  concepts  that  are 
common-place  among  publishers  today,  such  as  the  integration  of 
both  classified  and  display  into  the  same  database,  resulting  in  a 
single  file  per  account,  introduced  in  1996.  Now,  Vision  Data  is  tak¬ 
ing  that  concept  one  step  further  with  the  development  of  a  new 
circulation  management  system  that  will  result  in  a  single  database 
for  all  aspects  of  a  customer’s  relationship  with  the  newspaper. 

Vision  Data  offers  one  of  the  most  user-friendly,  yet  sophisticated 
classified  systems  in  the  industry  and  is  constantly  adding  innova¬ 
tions  such  as  a  “First  Time  Offered"  header  for  the  first  run  of  an 
ad,  charging  a  premium,  and  automatically  removing  it  for  future 
runs.  Vision  Data’s  classified  pagination  team  is  currently  introduc¬ 
ing  version  4.0,  which  boasts  many  new  features  and  can  paginate 
either  as  EPS’s  or  PDF’s. 

The  Vision  Total  Advertising  program  features  impeccable 
accounting  detail  and  logic  and  a  broad  base  of  sales,  market- 


Improve  your  BOTTOM  LINE  ... 

wiHi  VISION 

Vision  Data  Newspaper  Management  Systems 


Classified  Sales  &  Pagination  •  Display  Ad  Sales,  Billing  •  Circulation  Management 


•  Unmatched  rating  &  pricing  flexibility  for  combo  selling  and  complex  rote  structures. 

•  Total  customer  service  -  fully  integrated,  from  a  single  workstation  -  Classified,  Display,  Circulation, 
j  •  Email,  or  fax  customer  statements,  ad  proofs,  credit  applications,  etc.  from  any  workstation. 

I  •  Common  database  with  a  single  file  per  customer  -  Improve  credit  controls  -  Improve  sales  and  marketing. 

I  VISION  DATA 

I  *^SIOS  TATA  EGlTTPMtVr  COBrORATK>N 

Proven  experts  in  remote  multi-publication  networking. 

Celebrating  our  30th  Anniversary 
now  supporting  over  1,000  publications. 

518-434-2193  www.vdata.com  email:  sales@vdata.com 


ing  and  contact  management  tools  not  available  in  most  of 
today’s  products.  Vision  Data  also  offers  unparalleled  reporting 
through  a  combination  of  hundreds  of  built-in  customizable 
reports  and  the  ability  to  export  selected  data  to  the  reporting  or 
analysis  tool  of  newspaper’s  choice. 

Vision  Data  has  augmented  its  experienced  staff  of  nearly  40  news¬ 
paper,  software,  and  systems  professionals  with  the  addition  of 
teams  of  experts  in  web-based  technology,  remote  access  entry 
and  multi-site  networking.  Vision  Data  has  or  is  in  the  process  of 
introducing:  home  computer  or  remote  pc  entry  of  display  adver¬ 
tising  orders  and  classified  ads,  with  correct  ad  rating  and  credit 
card  payment  capabilities;  on-line  subscription  orders  and  pay¬ 
ments  via  the  newspaper’s  web  site;  remote  access  to  account 
information  and  order  entry  for  sales  reps  as  well  as  specific  adver¬ 
tisers;  on-line  circulation  carrier  and  distributor  access  to  route 
lists,  etc.  Newspapers  can  also  directly  e-mail  bills  for  classified  or 
display  as  well  as  subscription  notices  and  billing. 

For  2003,  Vision  Data  is  planning  to  introduce  additional  inno¬ 
vations  and  already  has  a  list  of  installations  planned  that  will 
make  this  its  biggest  year  ever.  Publishers  looking  for  a  mixture 
of  experience,  dedication  to  the  industry,  innovation,  and  the 
best  in  customer  service  are  strongly  urged  to  consider  Vision 
Data  Software  Systems. 

Contact:  518-434-2193  or  sales@vdata.com.  or 
web  site:  www.vdata.com. 
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Special  Advertising  Section 


onfler^?m„ 

In  2001,  the  Newspaper  Association  of  America  released  a  study  entitled,  “The  Power  to  Grow 
Readership,'’  produced  by  the  Media  Management  Institute.  One  of  its  principal  conclusions  is 
that  advertising  can  grow  newspaper  readership.  It  therefore  stands  to  reason  that  to  get  the 
advertisers  you  want,  you  have  to  give  them  what  they  want. 

1'he  advertiser's  goal:  Target  consumers  to  increase  response  and  communicate  their  messages 
to  the  right  people,  for  the  right  products  during  the  right  times,  at  the  right  places,  with  the 
right  messages. 

Enternet  specializes  in  producing  network  control  systems  for  your  packaging  operation  which 
will  meet  your  advertisers’  most  demanding  requirements.  We  have  been  producing  the  most 
advanced  control  systems  for  24  years. 

Control  Systems  for  Newspapers,  Catalog  and  Magazine  Printers  and  Direct  Mailers. 


Houiton  Chronicte 


“A  national  direct  mailer  dominated  the  Houston  market  until 
we  implemented  our  Enternet  system  with  address  and  content 
specific  controls.  Now  we  dominate  the  Houston  market." 

-Doyle  Evans,  Director  of  Operations,  Houston  Chronicle 


PUBLISHER  TO  STAFF: 

How  do  we  grow  advertising  revenues,  circulation  and  profits 
in  2003? 


PACKAGING  MANAGER  TO  PUBLISHER: 

My  packaging  operation  should  become  a*  Business 
Tool  to  drive  ESI  advertising  sales  for  both  subscriber 
and  nonsubscriber  business. 

lENTERNET  to  newspaper  EXECUTIVES: 

iigppmigMi iiini 

We  have  solutions  providing  packaging  center  network 
control  systems  for  the  most  advanced  target  market 
requirements  to  meet  your  advertisers^  demands. 


onler^TTTi 


^  Cullen  Barry 
H  Problem  Solver 
1-630-268-2800 


EDITOR^)’ PUBLISHER 

Phone:  1-888-825-9149  -  CLASSIFIED  ADVERTISIN6  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-FEATURES  AVAILABLE-  ■  -ANNOUNCEMENTS-  ■ -EQUIPMENT  &  SUPPLIES- 


MOVIE  REVIEWS 


MOVIE  REVIEWS  with  photos.  Video  Guide. 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  %7-5353  cineman@frontiernet.net 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1 169 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 


PUBUSHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on  or  for 
ad  sales  reps  who  want  to  move  up.  Visit: 
www.PublishingOpportunity.coni 
for  more  information  or  call  Allen  at: 
(800)  941-9907,  ext.  11 


EDUCATION 


WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  m  New  York  City,  Wash¬ 
ington.  DC.  Los  Angeles  and  Asheville.  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.world|i.com  We  may  be  right  for  you. 


NEWSPAPER  APPRAISERS 


WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.niedianiergers.coni 
W.B.  Gnmes  &  Co..  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Chrck  €>ur  references 
(2I4>  265-93<N) 
Kickvnbacher  Xledia 

ft7^\  Desco  Dr  .  Dallas.  TX  75225 
w  w  w  .nckcnhachernicdiu  .Ci>m 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Doug  Hebbard,  Midwest 
(847)  356-7675 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Bill  Eubank,  Southwest/South/Plains 
(832)  594-8263 
www.medianiergers.com 


NEWSPAPER  BROKERS 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
"A  tradition  of  service  to 
community  newspapers' 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

C.BERKY&  ASSOCIATES.  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St..  Suite  2147 
Boca  Raton.  FL  33432 

GAUGER  MEDIA  SERVICE.  INC. 
Appraisals.  Mergers,  Acquisibons 
David  E.  Gauger 

P.O.  Box  627,  Raymond.  WA  98577 
(360)  942-3560,  Fax  (360)  942-98% 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals.  Sales.  Acquisitions,  Mergers 
(661)  833-3834.  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Swte  500 
3455  Peachtree  Road,  NE 
Atlanta.  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 


EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950. 
1801  Exposition,  Ajstin,  TX  78703. 


For  a  list  of  Properties,  for  sale  go  to 
WWW.  mediamergers .  com 
W.B.  Gnmes  &  Co.- Est.  1959 

MONTHLY  NEWSPAPER  in  DC-BaltoNo.  VA 
Niche  market,  low  overhead,  established  rep¬ 
utation,  editorial,  contacts,  and  sales  base. 
Owner  relocating  -  Must  sell!  Best  offer.  Own¬ 
er  can  finance. 

Contact  M.  Mason  (443)  5704403. 


ONCE-IN-LIFETIME  opportunity.  Estab¬ 
lished  weekly  with  big  potential  in  Idaho 
mountains  near  new  ski  resort. 

greatweekly@yahoo.com 


NEWSPAPERS  FOR  SALE 


SOUTHERN  WEEKLY  GROUP  Fouriiaper 
cluster  in  good  communities,  all  exclusive. 
New  NewsKing  web.  Strong  advertising,  cir- 
culahon  revenues.  $2  million  cash.  UPPER 
MIDWEST  (WEEKLY  Isolated  community 
with  tourism  aspect.  Growing  revenues, 
net.  Six-unit  Goss  Community  web.  $375k 
FY02  operational  cash  flow.  S2.4  million, 
terms. 

Thomas  C.  Bolitho 
BOLITHO  MEDIA  SERVICE 
(580)  421-9600 
bolitho@boliUio.com 


NEWSPAPERS  WANTED 


WANTED  TO  PURCHASE:  Small-town 
newspapers  with  paid  circulahon  4,000  or 
above  by  award-winning  non-public  group 
that  will  treat  your  employees  and  your 
community  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher  Classified 
770  Broadway,  7th  FI,  NY,  NY  10003 


PUBLICA’nONS  FOR  SALE 


0NCE-IN-LIFE-T1ME  opportunity.  Estab¬ 
lished  publicahon  with  big  potent^,  located 
in  the  New  York  area.  Several  niche 
products,  experience  motive  staff,  turnkey 
operation.  Serious  Inquiries  only: 

Box  3272.  Editor  &  PubKsher  Classified 
770  Broadway  7th  FL. 

New  York.  NY  10003 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

FOR  SALE:  URBANITE  folder/1 00  HP 
drive/motor  $31,000  (w  UPPER  FORMER 
$44,000)  John  IVewman  (913)  6484195 

GOSS  COMMUNITY  OFFSET  PRESS.  5 

units,  oil  bath  with  folder  and  60  hp  motor. 
Set  up  for  direct  printing.  Plate  bender,  5 
shafts.  3  dollys  with  spacers,  camera,  light 
table  and  much  more  go  with  it.  Press  is 
shll  being  used  weekly.  $50,000  or  best  of¬ 
fer.  Call  Jeff  at  (256)  5096397. 


_ MAILROQM _ 

BUY/SEU/Aa  MAILROOM  EQUIPMENT 

Muller  Martint/Rima/(^ipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 


NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors.  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic.  Wood,  Counter 
Floor.  &  Wall...We  Have  It  All 


Cal  Now  (800)  243-3888 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Oreenbinii  Uvenue 
NH,  Cl.  81 605 


USED  NEWSRACKS  MANUFACTURED 

by  K-Jack  &  ShoRack.  Excellent  condition. 
Tyler  Morning  Telegraph. 

Phone  903-5966219. 


PRESSES 


Inland  NewsDaper  MaidimerY  Corpoiation 

to  1  CNtlM  kd  d  ntsts  miSIlti  ■  0131492-ffii 

iwwnlartWKcii 


PRESSES 

•  Goss  3:2  Folders  23  9/1  O'.  22  3/4', 

22'.  21  1/2',  21' 

•  (Vew  or  Rebuild  (Joss  R.T.P.  42'  -i-  45' 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  (joss  Metro  H^  desks 

•  Goss  Cosmo  Umts 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


(MEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 


NEWSPAPER  .APPRAISERS 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

CRIBB 

&  ASSOCIATES 

PubHcatlon  Brok^fag*  4  AppratMl 


John  Cribb  •  Jim  Hicks 
Tom  Karavakis  •  Gam  Greene 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586^21  •  FAX  406-586^774 
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www.editorandpubiisher.com 


Phone:  1-888-825-9149 


-  CLASSIFIED  ADVERTISING  -  fo^: (646) 654-5312 

MCtOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


•  -INDUSTRY  SERVICES- 


-HELP  WANTED- 


CIRCULATION  AUDIT 


THERE  IS  AN  ALTERNATIVE! 

Circulation  Verification  Council  (CVC)  is  the 
largest  auditor  of  community  papers  nation¬ 
wide.  Call  for  an  information  kit  and 
noobligation  quote.  (800)  262-6392 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
»  EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


CIRCULATION  III  PROMOTIONS,  INC. 

Your  telemarketing  partner  into  the  21st 
century!  Bob  Price:  (949)  760-3939 
Circulationiji.com 

EDWARDS  INC. 

Serving  newspapers  since  1952 

Telemarketing 

100%  prepaid  subscriptions  -  specializing 
In  EasyPay  auto  debit  orders 
Buddy  0.  Dennis  (619)  299-8700 
Fax:  (619)  299-8739 
Email:  Buddy@greinc.com 

HEADLINE  PROMOTIONS,  INC. 

Cold-Calling  Specialists. 
Programs  Include: 

•  Starts  •  Stop-Saver  •  Verification 

(800)  260-9923 
Dennis  McQuillan 

LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundraising/Stop  Saver 
(800)  884-9511 
Email:  thelevisco@aol.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


FACING  THE  SPANISH  BOOM 

Circulation  challenged  by  a  surge  of 
Spanish  in  your  zone?  The  top  experts  in 
U.S.  Spanish-language  publishing  can  help, 
regardless  of  size.  Newsroom,  publishing 
and  business  solutions  our  trademark.  Ref¬ 
erences  include  largest  chains,  span- 
ishsolutions@hotmail.com  (305)  361-0881. 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 
www.pressroomcleaners.com 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 

Editor  &  Publisher 


visit  our  website  at 
www.editorandpiiblisher.com 


“Making  ihu  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that's  creativity." 


ACADEMIC 


DIVERSITY  AND  NEW  MEDIA: 

SENIOR  FACULTY  APPOINTMENT 

use  Annenberg's  School  of  Journalism  invrtes 
candidates  with  a  distinguished  record 
of  research,  teaching  and  professional  ac¬ 
tivities  focused  on  diversity  and  news  media 
to  be  considered  for  a  senior  faculty  ap¬ 
pointment. 

The  faculty  member’s  responsibilities  will  in¬ 
clude  teaching  graduate  and  undergraduate 
1  courses  related  to  racial,  ethnic,  religious 
!  and  other  types  of  diversity  and  the  news 
;  media,  conducting  an  active  program  of 
1  media  diversity  research  and  publication, 
i  working  with  faculty  colleagues  and  graduate 
students  researching  media  diversity, 
and  participating  with  appropriate  academic 
and  professional  organizations  on  diversity 
issues  related  to  the  news  media. 

Candidates  should  have  a  strong  background 
of  research  and  publications  in  racial,  ethnic, 

;  religious  or  other  types  of  diversity  and  the 
;  news  media,  including  a  national  reputation 
I  and  established  expertise  in 
I  the  field.  Successful  teaching  experience 
!  at  the  graduate  and  undergraduate  levels  is 
■  required. 

Candidates  should  have  the  academic  cre¬ 
dentials  and  reputation  that  warrant  appoint- 
,  ment  as  a  senior  faculty  member  at  USC. 
Both  professional  media  experience  and  a 
doctorate  are  sought. 

'  Candidates  should  have  a  strong  record  in 
interdisciplinary  work  and  an  interest  in  taking 
advantage  of  teaching  and  research  op- 
:  portunities  with  our  sister  School  of  Com¬ 
munication  and  with  the  American  Studies 
and  Ethnicity  Program  in  USC’s  College  of 
Letters,  Arts  and  Sciences. 

I  They  should  also  be  prepared  to  work  with 
a  broad  range  of  professional  and  scholarly 
organizations  to  advance  research, 

;  teaching  and  understanding  of  past, 
present  and  future  interactions  between  the 
news  media  and  diverse  populations. 

USC  is  an  Affirmative  Action-Equal  Opportu¬ 
nity  employer,  and  the  School  of  Journalism 
seeks  a  faculty  as  diverse  as  Southern  Cali¬ 
fornia  represented  by  women  and  men  with 
advanced  degrees  and  outstanding  records 
i  in  their  professional  fields  and/or  academic 
scholarship  and  teaching. 

To  submit  nominations  or  to  apply,  please 
write  Michael  Parks,  Director,  USC 
Annenberg's  School  of  Journalism,  3502 
Watt  Way,  Los  Angeles,  California, 
90089-0281,  enclosing  a  resume  or  curric¬ 
ulum  vitae  and  the  names  of  at  least  three 
references. 

“The  thing  always  happens 
that  you  really  believe  in;  and 
the  belief  in  a  thing  makes  it 
happen.” 

-Frank  Lloyd  Wright 


ACCOUNTING 


The  Sarasota  Herald-Tribune  is  seeking  a 
CREDIT  MANAGER  to  supervise  and  direct 
the  activities  of  Credit,  AR  Customer 
Service  and  Work  Order  Entry.  Oversees 
the  maintenance  of  all  customer  credit  files 
and  enforces  company  credit  policies  in  ac¬ 
cordance  with  established  guidelines.  Ability 
to  work  closely  with  Advertising 
Department.  Five  years  newspaper  credit 
and  collection  experience  preferable.  We 
recognize  and  appreciate  the  benefits  of  di¬ 
versity  in  the  work  place.  Send  resume  to: 
Controller,  Sarasota  Herald-Tribune,  801  S. 
Tamiami  Trail,  Sarasota,  FL  34236. 


administrative: 


COMMERCIAL  PRINTING 
DIVISION  MANAGER 

Leader  Printing,  a  division  of  Eau  Claire 
Press  Company,  has  an  opening  for  a 
full-time  division  manager  for  a  small,  com¬ 
bination  sheet-fed,  web  operation  that  also 
has  mailing  services  capabilities. 

Qualified  candidates  must  possess  a 
proven  record  for  managing  the  profit  and 
loss  for  commercial  printing,  or  other  divi¬ 
sion;  the  ability  to  manage  the  sales  and 
services  provided  by  the  division,  and  su¬ 
pervise  the  daily  operations  of  the  division. 
Sales  and  marketing  experience  is  preferred. 
Public  relations,  knowledge  of  Pinnacle  soft¬ 
ware  and  estimating  experience  is  helpful. 
A  valid  driver’s  license  with  an  acceptable 
record  is  required.  Must  have  a  working 
knowledge  of  computers,  possess  excellent 
oral  and  written  communication  skills,  and 
be  able  to  work  independently  with 
minimum  supervision. 

Benefits  include  employee  retirement  plan, 
health,  dental,  life,  short-term,  and 
long-term  disability  insurance,  paid  time  off, 
and  Section  125  Flexible  Spending.  A 
pre-employment  drug  test  is  required. 

Please  send  letter  of  introduction,  resume, 
references,  and  salary  history  (a  must)  in 
confidence  by  February  28,  2003  to: 

Wipfli  Ullrich  Bertelson  LLP 
Attn:  Commercial  Printing  Division  Manager 
P.O.  Box  690 

Eau  Claire,  Wl  54702-0690 
E-mail:  resume@wipfli.com 
Equal  Opportunity  Employer 


ADVERTISING 


AD  DIRECTOR  -  We  seek  a  top,  seasoned 
performer  to  lead  our  ad  sales  team  at  The 
Daily  Item,  a  family  owned  paper  on  Boston’s 
North  Shore.  Our  new  leader  will  grow 
revenues,  train/motivate  staff  and  bring 
fresh  ideas  and  hands-on  enthusiasm. 

Resumes  to  bfrazier@shore.net 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


-  (!harles  Mingus 

For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 
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-HELP  WANTED- 


ADVERTISING 


Advance  Internet  -  www.advance.net  -  a 
leading  creator  of  online  community-based 
news  and  information  Web  sites  is  seeking 
individuals  to  fill  two  positions  in  our  Classi- 
fieds  area.  Both  positions  are  based  in  Jersey 
City,  New  Jersey. 

AUTOMOTIVE  CATEGORY  MANAGER 
The  successful  candidate  will  have  at  least 
5  years  experience  in  selling  advertising  to 
automotive  dealers  and  manufacturers  as 
well  as  at  least  2  years  of  sales  or  develop¬ 
ment  experience  within  an  Internet  environ¬ 
ment.  Proven  Sales  Management 
experience  will  also  be  a  necessity. 

The  Automotive  Category  Manager  must 
have  the  ability  to  develop  automotive  sales 
programs,  strong  training,  verbal  and  written 
communication  skills.  This  position  requires 
the  ability  working  with  a  number  of 
departments  including  marketing,  ad  traffic 
management  and  production  to  achieve 
goals.  The  ideal  candidate  will  have  the  ability 
to  articulate  category  needs  to  the  various 
departments. 

CLASSIFIED  SYSTEMS  AND 
SERVICES  MANAGER 

This  newly  created  position  will  work 
directly  with  Sales  Management  and  take 
the  lead  in  working  with  our  developers  and 
operational  staffs  to  ensure  continued 
growth  for  our  online  classified  products 
and  services.  This  position  will  have  joint  re¬ 
sponsibility  for  communicating  progress  to 
the  business  units. 

The  candidate  must  have  proven  leadership 
and  staff  management  skills.  Strong  experi¬ 
ence  in  systems  designed  and  executed  for 
the  purpose  of  classified  advertising  and 
promotion  is  essential,  as  is  previous  expe¬ 
rience  in  classified  platform  conversions.  At 
least  two  years  experience  in  an  online  envi¬ 
ronment  is  required  and  the  ability  to  write 
functional  specs,  RFPs,  and  training  guides 
is  required. 

Both  positions  will  report  directly  to  the 
Vice  President  of  Classifieds.  Salary  is  com¬ 
mensurate  with  experience.  To  be  considered 
for  either  of  these  positions  please  respond 
at  www.advancecareers.com. 


INSIDE  SALES  MANAGER 
The  Gwinnett  Daily  Post,  a  65,000  daily  in 
Georgia  is  looking  for  an  experienced  man¬ 
ager  to  lead  our  inside  sales  staff.  Duties  in¬ 
clude  sales  training  and  motivation,  adminis¬ 
tration,  and  budgeting.  Background  in 
phone  sales  and  customer  service  is  pre¬ 
ferred.  The  Post  has  experienced  tremen¬ 
dous  advertising  growth  over  the  past  three 
years  and  we  seek  a  strong,  talented  indi¬ 
vidual  to  round  out  our  advertising  manage¬ 
ment  team.  We  offer  a  compensation  pro¬ 
gram  that  includes  a  base  salary  and  a  liberal 
commission  plan.  Please  respond  to: 

Bob  McCray  (770)  963-9205  ext.  1200 
E-mail;  bob.mccray@gwinnettdailypost.com 


Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 


ADVERTISING 


ADVERTISING  DIRECTOR 
Looking  for  a  change?  Are  you  tired  of 
complehng  dozens  of  daily  corporate  re¬ 
ports?  This  afternoon  daily,  with  a 
circulation  of  30,000,  is  part  of  a  privately 
held  newspaper  group,  and  we  are  seeking 
a  leader  for  our  Advertising  Department. 
We  are  located  in  Kankakee,  IL,  one  hour 
south  of  Chicago. 

Candidates  should  possess  a  strong  sales 
background  and  solid  management  skills. 
Must  be  well  organized  and  have  the  ability 
to  motivate  and  promote  teamwork  by  in¬ 
creasing  staff  enthusiasm  for  new  projects, 
as  well  as  maintaining  interest  and  accuracy 
for  the  daily  operation  of  the  department. 
Previous  experience  in  achieving  revenue 
growth  and  developing  operating  budgets  is 
required. 

Position  reports  to  the  General  Manager. 
Good  company  culture.  Competitive  salary, 
plus  incentive  and  fringe  beneWs. 

Interested  applicants  should  send  letter  of 
application,  resume,  salary  requirements 
and  at  least  three  professional  references 
to: 

Human  Resources  Director 
The  Daily  Journal 

8  Dearborn  Square,  Kankakee,  IL  60901 
Or  E-mail  to  )Obs@dailyiOurnal.com 

MEDIA  SALES  DIRECTOR:  AL.COM 
This  is  a  senior  position  located  in  the  Bir¬ 
mingham  office  reporting  to  the  CEO.  Re¬ 
sponsible  for  company  revenue  generation 
through  local  advertising  sales  and  motiva¬ 
tional  management  of  the  sales  team.  Re¬ 
quired  experience  includes  progressive  ad¬ 
vancement  in  local  media  sales  and  a  proven 
sales  track  record,  B.S.  in  Advertising, 
Marketing  or  related.  Must  possess  excep¬ 
tional  management,  leadership,  communi¬ 
cation  and  teamwork  skills.  Desire  to  work 
in  a  results-driven  organization  with  a  wide 
range  of  industries  is  required.  Please  for¬ 
ward  your  resume  to:  (205)  322.5357  or 
to:  ]obs@al.com 

RETAIL  ADVERTISING  MANAGER 
Immediate  opening  due  to  promotion.  Our 
last  RAM  is  now  a  publisher  at  one  of  our 
company’s  30  other  properties.  Come 
prove  yourself  and  you  could  be  also.  Small 
daily  newspaper  with  TMC  in  fast-growing 
community  on  the  beauhful  north  shore  of 
Lake  Pontchartrain.  Send  resume  to;  Terry 
Maddox,  Publisher,  Slidell  Sentry-News, 
P.O.  Box  910,  Slidell,  LA  70459.  E-mail: 
tmaddo^ellsouth.net 

INTERNET  SALES  MANAGER 
Floridakeys.com  seeks  candidate  with  sales 
and  marketing  managerial  experience  and 
Internet  knowledge.  Internet  media  sales  ex¬ 
perience  required.  Please  send  confidenbal 
resumes  to  sales@keysnews.com. 

Position  is  based  in  Key  West,  FL 


_ ADVERTISING _ 

CLASSIFIED  SALES  MANAGER 

The  Yakima  Herald-Republic  has  a  career 
opportunity  for  an  energetic  newspaper  ad¬ 
vertising  professional  at  a  40,000  daily 
newspaper  in  central  Washington  state.  We 
focus  on  revenue  achievement  through  de¬ 
veloping  our  products  and  sales  staff. 
Responsibilities  include  coordinating  sales 
staff  training,  working  oneonone  with  sales 
rep  to  develop  their  sales  skills,  coordination 
of  special  section  calendar  and  new 
product  development. 

Qualified  candidates  must  be  aggressive 
with  proven  sales  and  leadership 
experience,  with  a  history  of  increasing 
sales  through  new  product  development. 
The  successful  candidate  possesses  an  in¬ 
ternal  drive  to  achieve  and  to  turn  beliefs 
into  actions  that  are  guided  by  goals,  yet 
measures  performance  objectively.  He/She 
will  be  able  to  persuade  others  logically,  us¬ 
ing  emotion  to  overcome  resistance. 

Mail,  E-mail  or  fax  your  resume,  cover  letter 
and  salary  history  to:  Kay  Gause,  HR  Direc¬ 
tor,  Yakima  Herald-Republic,  P.O.  Box 
9668,  Yakima,  WA  98909,  fax: 
509-577-7722, 

E-mail  kgause@yakimaherald.com. 

Visit  our  web  site  at:  yakimaherald.com 
We  are  a  member  of  The  Seattle  Times 

group,  and  we  value  a  diverse  workforce. 

ADVERTISING  SALES  DIRECTOR 
CRAIN'S  DETROIT  BUSINESS 
Crain's  Detroit  Business  is  looking  for  a  vet¬ 
eran  media  sales  management  executive 
with  a  deep  understanding  of  the  B2B 
buyer/seller  relahonship. 

Your  proven  sales  leadership  skills  must  in¬ 
clude  success  with  creative  ideas  and  mar¬ 
keting  approaches.  You  must  demonstrate 
a  track  record  for  building  a  profitable,  ef¬ 
fective  sales  organization  through  your 
strong  development  of  a  sales  team  that 
produced  outstanding  results  in  a  competitive 
environment. 

The  Advertising  Director  will  direct  sales 
programs  for  the  award-winning  publication 
and  Web  site. 

The  position  requires  the  ability  to  commu¬ 
nicate  effectively  with  a  variety  of  people  - 
from  media  buyers  to  CEO’s.  You  must  lead 
by  example,  take  initiative  and  like  having 
fun.  Strong  writing  skills  are  a  must. 

A  Bachelor’s  degree  or  higher  in  business 
or  marketing  or  equivalent  knowledge,  skills 
and  abilities. 

Cram  Communications  offers  an  excellent 
package  of  salary  plus  incentives, 
above-average  benefits  and  an  exciting  and 
challenging  environment.  (Plus  our  pop  ma¬ 
chine  charges  40  cents!) 

Please  E-mail  or  FAX  cover  letter  and 
resume,  along  with  salary  history  to: 

(313)  2595454 
detroit  jobs@cram.com 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 

Montana’s  premier  daily  newspaper  is  seek¬ 
ing  a  charismatic  and  creative  individual  to 
lead  our  multiple  sales  teams  m  growing 
market  share  and  delivering  results. 

Our  manager  will  join  a  dynamic,  success 
driven  team  and  lead  the  sales  efforts  for 
the  daily  newspaper,  online  products, 
events  and  our  weekly  TMC.  Our  sales 
teams  include  advertising  consultants,  art¬ 
ists,  sales  support  and  marketing 
specialists. 

Our  manager  must  be  adept  at  assessing 
and  responding  creatively  to  the  needs  of 
our  customers.  Our  manager  must  meet 
the  demands  of  a  competitive  retail  market¬ 
place,  while  helping  to  ensure  the  long-term 
stability  and  profitability  of  our  communica¬ 
tions  company.  Our  manager  must  also 
have  an  eye  for  identifying  and  developing 
talent. 

We  want  a  person  with  a  track  record  of 
revenue  success,  5  years  successful  adver¬ 
tising  sales,  2  years  management  experi¬ 
ence,  knowledge  of  pricing  strategyAactics 
and  skilled  leadership  practices. 

To  apply;  send  resume,  three  professional 
references,  and  salary  history  in  confidence 
to: 

Human  Resources  -  RAM 
Billings  (jazette 

P.O.  Box  36300,  Billings,  MT  59107 
E-mail:  BGHR@BillingsGazette.com 
Application  Deadline:  March  7,  2003.  EOE 


CIRCULATION 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


WANTED; 

SUBSCRIPTION  SALES  CREW  MANAGERS 
If  you’re: 

•  Enthusiastic,  Competitive  and  a  Self 
Starter 

•  Able  to  recruit.  Train  and  Supervise 

•  An  Owner  of  a  van  or  large  truck 
Youll  enjoy. 

•  The  satisfaction  of  being  your  own  boss 

•  Excellent  commissions  and  bonuses 
Qualified  candidates  are  required  to  have: 

•A  valid  Texas  Driver’s  License  and  good 

driving  record 

•Experience  in  direct  sales  and 
/pr  sales  management 
We  will  train  the  right  person. 

This  job  could  be  YOURS! 

To  be  considered  for  this  challenging  and 
rewarding  career  opportunity  with  the  number 
one  sales  team  in  Houston. 

Call  Stephen  Pace  at:  (719)  362-5509 
between  lO'OO  a.m.  and  5  p.m. 
Monday  thru  Friday  or  E-mail  to: 
Stephen.Pace@chron.com 


—  CLASSIFIED  ADVERTISERS  — 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visst  our  website 

- www.editorandpublishef.com 
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CIRCULATION 


CONSUMER  SALES  &  MARKETING 
MANAGER 

The  Bangor  Daily  News  is  seeking  a 
dynamic  individual  to  lead  our  sales  and 
marketing  efforts  in  the  Circulation  Depart¬ 
ment.  The  right  candidate  will  be  a  hands-on 
leader  with  excellent  strategic  and  opera¬ 
tional  abilities,  will  have  a  high  attention  to 
detail  and  a  tremendous  motivation  to  suc¬ 
ceed.  Multi-tasking  and  communication 
skills  are  a  must. 

Areas  of  responsibility  include  the  coordina¬ 
tion  and  execution  of  marketing  strategies 
for  our  retail  outlets  and  consumers  to 
grow  our  business,  as  well  as  building  busi¬ 
ness  relationships  that  promote  our  business 
interests. 

A  business  degree  and  background  in  pro¬ 
gressive  sales  and  marketing  responsibili^ 
is  preferred.  Knowledge  of  ABC  rules  is 
helpful  but  not  required.  This  position  reports 
to  the  Circulation  Director. 

We  offer  a  competitive  salary  commensurate 
with  experience,  and  a  full  benefits  package. 
Please  submit  a  cover  letter  and  resume  with 
salary  requirements  to: 

Human  Resource  Department 
Bangor  Daily  News 

P.O.  Box  1329,  Bangor,  ME  04402-1329 
E-mail:  bdnhhSbangordailynews.net 


EAST  COAST  OPERATIONS  MANAGER 
A  leading  financial  publisher  of  a  daily  news¬ 
letter  and  weekly  magazine  is  seeking  an 
experienced  Distributor/Customer  Service 
manager  to  oversee  the  Eastern  United 
States.  Responsibilities  include  daily 
contact  with  distributors,  haulers,  printers 
and  the  Post  Office  to  ensure  the  highest 
level  of  services  to  print  subscribers. 
World-class  customer  service  is  essential  to 
ensure  customer  needs  and  problems  are 
attended  to  promptly.  The  selected  candidate 
must  have  very  strong  computer  skills 
(Microsoft  Office  Suites  and  Filemaker  Pro.) 
College  degree  preferred  but  not  necessary 
and  should  reside  in  the  Tri-State  area.  Ex¬ 
perience  with  hand  delivery  in  the  Newspaper 
arena.  The  ideal  candidate  would  be  a 
self-starter  who  has  a  proven  track  record 
of  excelling  independently.  Very  competitive 
salary  and  benefits  package  available. 
Please  reply  with  Box  3266  in  the  subject 
line  to  hpreuss@editorandpublisher.com. 


SINGLE  COPY  SALES  MANAGER 
We  are  seeking  an  experienced  Single  Copy 
Sales  Manager  who  will  be  responsible  for 
daily  distribution  of  all  aspects  of  single 
copy  newspapers. 

This  position  will  lead  and  motivate  the 
sales  staff  in  achieving  and  exceeding  circu¬ 
lation  sales  and  revenue  goals.  The  candidate 
will  be  responsible  for  planning  and  de¬ 
veloping  the  most  effective  methods  of  ac¬ 
complishing  circulation  growth. 
REQUIREMENTS:  The  ideal  candidate  must 
be  a  self-starter  with  experience  in  sales 
management,  merchandising  management 
and  be  able  to  design  and  implement  effec¬ 
tive  promotions  with  retailers  and  sales  per¬ 
sonnel.  Excellent  organizational,  sales  plan¬ 
ning  and  presentation  skills  are  essential.  In 
addition,  the  individual  should  be  well 
versed  in  retail  technology.  Send  replies  to: 

Box  3270,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


-HELP 


EDITORIAL 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 

ASSISTANT  CITY  EDITOR:  We  need  a  talented 
writer/editor  for  our  excellent  41 K  daily 
to  help  coach  reporters  and  improve 
feature  and  news  copy.  Our  priorities  are 
aggressive  coverage,  quality  and 
teamwork.  Ideal  candidate  will  have  five  or 
more  years  reporting  and  copy  or  city  desk 
experience.  Cover  letter,  resume  and  clips 
to  Rick  Larson,  Managing  Editor,  Tri-City 
Herald,  P.O.  Box  2603,  Tri-Cities,  WA 
99302. 


COPY  EDITOR/DESIGNER:  Here’s  a  great 
opportunity  to  work  for  an  outstanding  com¬ 
pany.  If  you’re  intelligent,  friendly  and  willing 
to  carry  your  share  of  the  workload, 
there’s  a  congenial  copy  desk  crew  at  the 
Yakima  Herald-Republic  that  would  be  happy 
to  have  you.  Familiarity  with  QuarkXPress, 
NewsEdit  and  Photoshop  are  helpful. 
Knowledge  of  FreeHand  with  graphics 
ability  is  a  plus.  Reply  with  resume,  refer¬ 
ences  and  current  work  samples  to  Human 
Resources,  Yakima  Herald-Republic,  PO  Box 
9668,  Yakima,  WA  98909.  We  are  a  member 
of  The  Seattle  Times  group  and  an 
equal  opportunity  employer. 

DESIGN  EDITOR:  Visually  lead  7  papers  and 
live  on  the  ocean.  Seacoast  Newspapers, 
publishers  of  the  Portsmouth  (NH)  Herald, 
seeks  a  graphics  artist/designer  who  wants 
to  make  their  mark.  This  person  must  be  a 
maestro  of  visual  storytelling.  Great  salary. 

Call:  Mike  Connelly,  Execubve  Editor 
(603)610-1113 


EDITOR 

Are  you  a  dynamic,  hands-on  leader  with  a 
strong  editorial  and  news  success  track 
record  that  was  earned  the  old-fashioned 
way  by  beating  out  the  competition?  Our 
daily  newspaper  has  a  news  team  that 
needs  a  leader,  a  good  coach  to  make  this 
deserving  product  a  winner.  This  is  a  very 
competitive  news  environment  located  in 
Northern  California.  The  position  offers  an 
excellent  growth  opportunity  for  the  right  in¬ 
dividual  who  wants  to  advance  to  publisher 
or  editor  of  one  of  our  larger  dailies.  Staff 
development,  news  content  and  the  rebuild¬ 
ing  of  the  product  are  the  top  priorities. 
Candidates  should  be  community-minded, 
news  driven,  highly  motivated  and  have  the 
potential  to  assume  publishing  responsibili¬ 
ties.  Successful  applicants  will  possess  at 
least  5  years  of  editorial  management  expe¬ 
rience  at  a  daily  or  weekly  newspaper.  Ap¬ 
plicants  should  submit  cover  letter,  resume, 
five  work  samples  and  salary  history  to: 

Box  3271,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
NewYork,  NY  10003 
Or  E-mail:  dragol@sonnet.com  EOE 


FEATURES  REPORTER  II 
The  Town  Talk,  a  40,000  Gannett  daily  in 
central  Louisiana,  has  an  immediate 
opening  for  a  general  features  reporter  with 
2-3  years  experience.  Degree  in  Journalism 
or  English  required.  Send  resume,  cover  let¬ 
ter  and  work  samples  to: 

Human  Resources,  The  Town  Talk 
P.O.  Box  7558,  Alexandria,  LA  71306 
Or  E-mail  to  personnel@thetowntalk.com 


EDITORIAL 


EXCELLENT  EDITOR  NEEDED 
A  weekly  newspaper  in  Florida  is  searching 
for  an  outstanding  editor  to  lead  the  publi¬ 
cation  into  brighter  pastures.  The  right  can¬ 
didate  will  have  at  least  5  years  experience 
in  editorial  management.  The  perfect  candi¬ 
date  will  also  be  a  strong  editorial  writer 
and  have  the  ability  to  lead  a  team  into  battle, 
as  well  as  design  and  layout  skills.  We 
are  a  growing  organization  and  we  see 
bright  things  in  the  future.  In  other  words, 
this  job  will  be  fun!  And  did  we  mention  the 
weather  here  in  Florida  is  great?  Send  a 
cover  letter  telling  us  how  you  would  lead 
such  an  exciting  publication,  as  well  as  your 
resume  to  Box  3262,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor,  New 
York,  NY  10003  or  E-mail  with  Box  #  in  sub¬ 
ject  line:  hpreuss@editorandpublisher.com. 


TIRED  OF  LOUSY  WEATHER?  Have  we  got 
the  jobs  for  you!  Fast  growing  daily  newspa¬ 
per  in  Central  Florida  (where  snow  just 
doesn’t  happen!)  is  looking  for  outstanding 
copy  editors/page  designers,  reporters  and 
feature  writers.  We  are  a  seven-day  AM  with 
a  circulation  of  22,000.  We  offer  competitive 
salary  and  benefits.  Respond  with  resume 
and  cover  letter,  as  well  as  work 
samples,  to  Burke  Noel,  managing  editor. 
The  Villages  Daily  Sun,  1153  Mam  Street, 
The  Villages,  FL  32159.  E-mail  your  resume 
to  ldcroom@aol.com. 

INFOGRAPHIC  ARTIST 

The  News  &  Observer  in  Raleigh,  NC,  is 
seeking  a  creative,  energetic  and  talented 
infographic  artist  who  is  capable  of  producing 
strong  page  one  infographics  under  the 
pressure  of  deadline,  working  on  weekend 
and  project  infographics  with  limited  super¬ 
vision  and  actively  participating  in 
newsroom  brainstorming  about  upcoming 
daily,  enterprise  and  weekend  packages. 
We’re  a  McClatchy  newspaper  with  a  daily 
circulation  of  170,000  daily  and  208,000 
on  Sunday.  Send  resume,  references  and 
work  samples  to:  Infographics  Job,  c/o 
John  Drescher,  Managing  Editor,  The  News 
&  Observer,  215  S.  McDowell  Street,  Raleigh, 
NC  27602. 

MANAGE  THE  BEST 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
its  papers  in  Cleveland  and  Kansas  City. 
We’re  searching  for  candidates  who  have  a 
fine  touch  with  copy,  a  firm  grasp  of  maga¬ 
zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists,  ^plicants  must  have  excel¬ 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-to-day  operations  of  the  editorial  de¬ 
partment  and  help  staff  writers  produce 
quality  news  and  feature  stories.  Exceptional 
writing  and  editing  skills  are  essential; 
the  interview  process  will  include  an  extensive 
editing  test.  New  Times  offers  competitive 
salaries  and  benefits.  Qualified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 

Denver,  CO  80217 


EDITORIAL 


Pacific  Business  News,  an  American  City 
Business  Journals  publication  in  Honolulu, 
seeks  an  experienced  BUSINESS 
REPORTER.  Ideal  candidate  will  have  5-i- 
years  of  business  reporting  experience. 
E-mail  resume  and  cover  letter  to  editor 
Gina  Mangien:  gmangieri@bizjournals.com 
or  mail  to  1833  Kalakaua  Ave.,  7th  Floor, 
Honolulu,  HI  96815. 

STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  staff  writers  at  its  papers  in 
Phoenix,  Houston  and  Ft.  Lauderdale.  We’re 
looking  for  journalists  who  under  stand  the 
difference  between  magazine-style  reporting 
and  the  hurried  fact-finding  of  daily 
papers.  Applicants  for  both  positions  must 
have  a  solid  background  in  hard  news  and 
be  able  to  create  irvdepth  and  compelling 
stories  that  explore  the  issues,  events  and 
personalities  of  their  community.  New 
Times  publishes  magazine-style  weekly 
newspapers  covering  local  news,  politics, 
arts  and  music  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco,  Ft.  Laud¬ 
erdale,  Cleveland,  St.  Louis,  Kansas  City 
and  Oakland.  We  offer  competitive  salaries 
and  benefits.  Qualified  applicants  should 
send  cover  letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.Box  5970,  Denver,  CO  80217 


GENERAL  ASSIGNMENT  REPORTER 
We’re  looking  for  a  harcLcharging  general 
assignment  reporter  with  a  couple  years  ex¬ 
perience  looking  to  step  up  to  our  award 
winning  tabloid  in  the  highly  competitive 
Philadelphia  metro  market.  Send  letter,  re¬ 
sume,  clips  to  Philip  E.  Heron,  Editor,  Dela¬ 
ware  County  Daily  Times,  500  Mildred  Ave¬ 
nue,  Primos,  PA  19018. 

E-mail:  editor@delcotimes.com 


WOULD  YOU  LIKE  to  be  part  of  an  award¬ 
winning  sports  section  in  Southwest  Florida? 
If  you’re  a  sports  copy  editor  with  a  working 
knowledge  of  Quark,  a  good  eye  for  ap¬ 
pealing  design  and  a  desire  to  work  with  a 
group  of  productive  writers  covering  the  local 
sports  scene,  please  contact  us  immediately. 
Reply  to  Box  3265,  Editor  &  Publisher  Classn 
tied,  770  Broadway,  7th  Floor, 
New  York,  NY  10003. 


ASSISTANT  CITY  EDITOR 
The  Kennebec  Journal  in  Augusta  seeks  an 
assistant  city  editor  to  help  lead  an  experi¬ 
enced,  talented  reporting  staff.  This 
fulFtime  evening  position  consists  of  design¬ 
ing  local  news  pages  and  working  with 
breaking  news  with  reporters  and  photogra¬ 
phers.  Applicants  will  need  solid  experience 
as  a  reporter  and  skills  at  page  design,  in¬ 
cluding  knowledge  of  QuarkXPress. 

Please  submit  a  resume,  cover  letter  and 
writing  and/or  design  samples  to: 

Central  Maine  Newspapers 
HR  Department  -  Assistant  City  Editor 
274  Western  Avenue,  Augusta,  ME  04330 
Fax  (207)  621-5744 
E-mail:  chowe@centralmaine.com 
No  phone  calls,  please 
We  are  an  equal  opportunity  employer 
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-HELP  WANTED- 


FINANCE 


DIVISION  CONTROLLER 

Pacific  Sierra  Publishing,  Inc.,  a 
multi-location  company  with  its  corporate 
office  in  Merced,  California,  is  seeking  an 
experienced  Controller.  This  is  an  excellent 
career  opportunity  for  the  successful  candi¬ 
date  to  manage  &  A/P  functions,  provide 
reporbng,  review  and  control  all  expenses  for 
budget,  consolidate  business 
unit  information  for  month  end  close  and  su¬ 
pervise  support  staff.  Requirements:  bach¬ 
elors  degree,  minimum  4  years’  experience 
in  accounting/finance  (including  A/R,  A/P 
and  P&L  consolidation),  supervisory  experi¬ 
ence,  strong  computer  skills,  excellent 
communication  &  interpersonal  skills,  de¬ 
tailed  and  well-organized.  We  offer  compet¬ 
itive  salary/benefits  package  and  opportunity 
to  work  in  a  casual,  yet  professional  envi¬ 
ronment.  Send  resume  wAalary  history  to: 
J.  Peltier,  PS  Pub,  P.O.  Box  738,  Merced, 
CA  95341,  or  E-mail:  jillp@pspub.com  EOE 


INFORMATION  SYSTEMS 


IT  MANAGER 

Midsize  Zone  2  publishing  company  seeks  a 
motivated  professional  for  IT  Manager  posi- 
bon:  an  experienced  IT  professional  to  over¬ 
see  all  aspects  of  business  and  publishing 
applications.  Must  possess  a  thorough  un¬ 
derstanding  of  all  prepress  functions,  proc¬ 
esses  and  technologies.  The  candidate 
must  also  be  aggressive,  possess  good 
communication  skills  and  be  highly  organized 
with  attention  to  detail. 

We  offer  a  very  competitive  compensation 
and  benefits  package.  Join  this  dynamic  or¬ 
ganization  and  have  excellent  opportunities 
for  advancement.  Reply  to: 

Box  3269,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


PRODUCTION/TECH 


PRODUCTION  MANAGER 

Central  Valley  Company  is  seeking  a  Pro¬ 
duction  Manager  for  a  fast-paced  commercial 
printing  firm.  Qualified  candidates  will 
have  a  minimum  5  years’  experience  in  at 
least  one  of  the  following  areas  -  prepress 
operations,  (including  Quark,  Multi-Ad, 
Adobe  Photoshop),  offset  printing  process, 
(including  pressrun  configurations, 
inventory,  scheduling),  automated  mailroom 
operations  with  24-hour  production 
schedule.  Excellent  career  opportunity  for 
individual  with  solid  supervisory  skills,  proven 
record  of  maximizing  efficiencies  in  a 
team  environment,  high  quality  control 
standards  and  able  to  achieve  deadlines. 
EOE.  E-mail  resume  with  salary  history  to: 

Box  3267,  Editor  &  Publisher  Classifieds 
770  Broadway.  7th  Floor 
New  York,  NY  10003 

the  newspaper  inttuslry  s 

- .MEETING  p/nce' - 

_ 888.825.  9149 _ 


_ PRESSROOM _ 

PRESSROOM  MANAGER 
The  Ann  Arbor  News,  a  New  York  Times  re¬ 
gional  print  site,  is  seeking  an  experienced 
Pressroom  Manager  to  oversee  the  daily 
printing  operations  at  our  brand  new,  state 
of  the  art,  printing  and  packaging  center. 
The  qualified  candidate  will  have  extensive 
experience  in  managing  all  aspects  of  daily 
printing  operations,  with  proven  organiza¬ 
tional,  leadership,  and  communication  skills. 
A  strong  working  knowledge  of  offset  print¬ 
ing,  single-wide  web  printing,  press  layouts, 
and  folder,  paster,  and  unit  mechanical  un¬ 
derstanding  on  Goss  or  like  web  presses  a 
must.  A  college  degree  is  desired,  with 
demonstrated  proficiency  in  quality  control, 
staff  development,  and  strategy  implemen¬ 
tation.  Must  be  willing  to  work  some  eve¬ 
nings,  weekends,  and  holidays.  Position  in¬ 
cludes  a  highly  competitive  salary  and  a 
very  comprehensive  benefit  package. 
Please  send  resume  to: 

The  Ann  Arbor  News 
Attn;  Operations  Manager 
5690  Hines  iWe,  Ann  Arbor,  Ml  48108 
E-mail:  |weisberg@aaflews.com 


PRESSROOM 


PRESSMAN  NEEDED 

The  Venice  (Jondolier  Sun  located  on  Flonda’s 
Sun  Coast  is  looking  for  a  journeyman 
offset  pressman.  The  ideal  candidate  would 
have  at  least  5  years  experience  running 
single-width  presses.  Mechanical  and  elec¬ 
trical  troubleshooting  is  a  plus.  Excellent 
benefit  package  including  401(k).  We  are  a 
Drug  Free  Workplace  -  pre-employment 
drug  testing  required.  Please  send  resume 
to  Production  Manager,  Venice  Gondolier 
Sun,  200  East  Venice  Avenue,  Venice,  FL 
34285.  E-mail:  )king@venicegondolier.com. 

PRESSROOM  MANAGER 
Central  CT  based  daily  newspaper  seeks  a 
pressroom  foreman.  Position  requires  a 
minimum  of  3-5  years  experience  with  dou- 
blewide  offset  presses.  This  hands-on  night 
side  management  position  will  entail: 
Scheduling,  press  operation,  training, 
quality  control,  cost  containment  and 
on-time  performance.  Strong  mechanical 
aptitude  IS  a  must.  Please  forward  your  re¬ 
sume  and  salary  history  to  Human  Resources 
Manager,  The  Herald,  1  Herald 
Square,  New  Britain,  CT  06050,  or  E-mail 
us  at  rroy@newbritainherald.com.  EOE 


ADMINISTRATIVE 


Looking  for  a  PUBLISHER’S  position  on 
small  to  medium-sized  daily,  or  large 
weekly,  west  of  the  Mississippi.  Three  dec¬ 
ades  of  newspaper  work  as  editor  and  pub¬ 
lisher.  lots  of  energy  and  enthusiasm  left. 
Good  manager  of  people,  extremely  de¬ 
pendable  and  innovative.  E-mail: 

museum@pcpartner.net 


ART/GRAPHICS 

PamCAL  CARTOONIST  SEEKS  WORK 
Expenenced  (lO-i-  years)  cartoonist  seeks 
full-time  or  freelance  position. 
Relocation  considered.  Contact  Paul: 
notlaconic@aol.com 


CIRCULATION 


CIRCULATION  SALES:  Experienced  profes¬ 
sional  seeks  sales/distribution  opportunity. 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 

Obstacles  don't  have  to  stop  you. 

If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $13.80  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$149.00  pei  col.  inch,  per  week 
one-inch  minimum 
halt-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 
FEATURES  AVAILABLE 

line  rates:  $12.45  per  line,  per  week 
three  line  minimum 

Black  and  white  display  ads 

$149.00  per  cd.  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $60.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads.  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion:  counts 
as  two  lines  of  copy.  The  identity  of 
box  holders  cannot  be  revealed. 
Readers  are  advised  not  to  send 
samples  when  replying  to  blind  box 
ads;  we  are  not  responsible  for  the 
recovery  of  samples. 

DEADLINE: 

Wednesday  noon  prior  to 
Monday  issue  date 


NEW  FROM 

EDITOR  &  PUBLISHER  CUXSSIHED 

EDITOR  &  PUBLISHER  is  proud  to  announce  the  redesign  of  its  classified 
section.  The  renamed  E&P  “Career  Center"  will  more  accurately  describe 
the  range  of  the  Classified,  now  that  it  will  include: 

•  Articles  from  the  WSTs  Career  Journal 

•  A  Resume  Database 

•  E&P  Employment  Line 

The  Wall  Street  Journal  Articles  will  range  from  resume  advice  to  networking,  with 
new  articles  appearing  on  a  weekly  basis. 

The  Resume  Database,  a  fully  searchable  database  of  5,000  qualified  resumes,  will 
bnng  employers  and  job  seekers  together  in  a  new  way  for  Editor  &  Publisher’s  visitors. 

The  Employment  Line  will  help  subscribers  manage  their  career  in  a  challenging  industry. 
For  more  information,  please  contact  your  Classified  Sales  Manager. 

Hazel  Preuss  (Eastern  U.S.)  Phone:  (646)  654-5302 
Or  E-mail:  hpreuss@editorandpublisher.com 
Michele  MacMahon  (Central  &  Western  U.S.)  Phone:  (646)  654-5303 
Or  E-mail:  mmacmahon@ed'itorandpublisher.com 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


www.editorandpublisher.com 
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Agencies,  PR  Firms,  Media  Buying  Services 


BBOO  MitmeapoBs 

/.WS. 

J500  Fifth  Strret  Towrn 
Minneapolix.  MN  55402 
(6J2>  558-8401 
Fax:  (612)559-5022 
URL:  hnp:/fwww.bbdo.cim 
Type  or  Organlntioo:  Full  Service  Advertising 
Agency 

lleadquarters: 

BBDO  New  York 
New  York.  NY  (212)  459-5000 
Ultiniale  Parent  Company: 

Omnicofn  Group  Inc 
New  York.  NY 
(2 1 2)  4 1 5- .1600 

Services  OfTered:  Busincss-lo-Business. 
’Consumer  Advertising.  Media 
Buying/Placcmenl/Planning.  Sales  Promotion. 
Sutuegic  Planning/Markcting.  Brand 
Dcvciopincnl 

Fields  Served:  Aulomotivc.  Fast  Food/ 
Restaurants.  Financial  Services/Banks/Savings  & 
Loans.  Food 

Employees:  70  Year  Founded:  1930 

2001  BiUian:  SI 33.908.000 

By  .Mediant:  Network  TV  - 
TV  -  S 1 55.000,  Syndicated  TV  - 
K.4^Kpot  TV  -  $39,754,900.  Radio  - 
^■3I^B.  Newspapers  -  $1,498,000.  Consumer 
I^Rici^Ris  -  $12,881,100.  Trade  Publications  - 
.  iL^-700.  Outdoor  -  $4. 1 3 1 .600  Production  - 
|h^.700.  Other  ■  $4,013,700 
,  Jwii Tee  Income:  $49,055,000 
Jason  Meade  K,y  PersonnH: 

PtesXTEO . Bob  Thacker 

Exec.  Vice  PrcsVExec.  Creative  Dir.  Dennv  Halev 
Sr.  Vice  PresTDu..  Client  Servs.  . . .  Steve  Hayes 

A  Vice  Pres./C(X> . Wesley  Crawford 

Vice  PresTDir..  Integration  . Tim  Wilson 

p  Vice  PresVMedia  Dir. . Carolyn  Huhbartt 

--- -  - j, -L  Bus.  Devel . Jeff  Hamngton 

HI nSl H iBBSiesyDir.,  Bus.  Devel . Dave  Schneider 

■***  f  "TCflresyMgr.,  Cor.  Servs.  . . .  Barbara  Lundecn 


iters: 

York 

-'-'-k.  NY  (212)459-5000 
‘■nt  Company: 
n  Group  Inc. 
ork,  NY 
.  '  3600 

iiilered:  Busincss-to-Business. 
Jverusing.  Creative.  Direct 
’  Media  Buying/Placemenl/Planning. 
^.iiions,  Sal«  Promotion. 

^kng.  Recruitment/Employee 

Yellow  Pages.  Infomercial. 
Event 

I^^H^kc-ting.  Out-of-Home 

Ptanning/Markeung. 
^^^^^Ptcaliuns.  Market  Research. 

:tion,  Spotts  Marketing. 
^  -•erchandising. 

<  'ampaign  Advertising/Promotion, 
ition.  Brand  Development.  High 
tidily 

ved:  Business/Consumer  Services, 
•mpuler  Products,  Fast  Food/ 
Gasoline/Petroleum 


"iserv 

(v  y  Pdets.  Div.  HonnrI  Fnodi  Corp. 

-O  Turkey  Store 
’dets.  Div.  HonnrI  Foods  Corp. 
ey  Anti-Smoking  Stale  o/ Srv  Jrrsry 
<lT  Bank 

ORGANIZED  BY  BRANCH  OFFICE 

Address,  Telephone,  Fax,  Email,  Web  Site,  Parent  Company,  Headquarters  Company,  Services, 
Industries  Served,  Number  of  Employees,  Year  Founded,  Billings, 

Billings  by  Medium,  Key  Personnel,  Major  Accounts. 

Indexed  by  State/City,  Organization  Type  and  Parent  Company 
Agency  Name  Changes,  Agency  Rankings,  Advertising  Awards,  Associations 


Print/CD-ROM/Oniine 

MMIEEK  DIRECTORIES 


Clients/Brands 


d  Ad'  ertisiBg  Agmcy: 

Hot  -e 

k  Pr  soniiei: 

*'  n . Susan  Kronick 

I . Michael  Osborn 

f  '’’ce  Pres..  Mkl; . Carlton  B.  Watson  Jr. 

'  c  Pres..  Adv . Gilben  Lorenzo 

ice  Pres..  Special  Events/Publicity 
. Ron  Rodriguez 


PtoTCEO . 

Vice  PresXXX) . 

Vice  PresTExec.  Merch.  Mgr. 
Vice  PicsAJen.  Merch.  Mgr. . 

Vice  PiesXJen.  Counsel _ 

Vice  Pres . 

E>ir.  Human  Resources . 

Dir..  Mktg . 

Dir..  Admin . 

Mgr..  Media  Rel . 

Sr.  Media  Rel.  Speculist _ 


Monroe  G.  Milstein 

. Mark  Nesci 

. .  Andrew  Milstein 
. . .  Stephen  Milstein 

. Paul  Tang 

. .  Henrietta  Milstein 

. John  Weston 

_ Garry  Graham 

. BobGrapski 

. Ric  Bramble 

. . .  Bonnie  Malamut 


^■|GER  KING  RESTAURANTS 

Corp. 

Rd..  3  North 

^■E|mi7«-70y  / 

I9S4 

.4,  United  Kingdom 
.,y27-5200 

...scTTicc  Category:  Fast  Food/Restaurants 
.All  Media  Espraditare: 

$328,691,800 

2001  Sales:  $8,600,000,000  approx. 

"d  Adsertbiiig  Agency: 

DraftWorldwide.  Chicago,  IL _  _ 


BURUNGTON  COAT  FACTORY 

Burlington  Coal  Factory  Warehouse  Corp. 

1830 Rt  I30.\. 

Burlington.  NJ  08016 
16091  387-7800 
Fas:  (609)  387-7071 

URL:  wwvt.coat.com 
Year  EstaMbhed:  1972 

Prodact/Sersire  Category:  Reuil  Stores/Chains 
2001  Media  Expeaditare; 

$66,808,500 

Lead  Advertbiag  Ageacy: 

Norman  J.  Stevens.  South  Orange.  NJ 


. Monroe  G.  Gilstein 

PMCCX) . Mark  Nesci 

KHvIe  P^l  (icn.  Merch.  Mgr. . 

. Stephen  Milstein 

Vice  Pres.,  Mktg^Adv.  Mari  Aim  McCormack 

Vice  Pres.,  CIO . Michael  Prince 

Mgr.  Media  Rel . Ric  Bramble 


6,793  Brand  Names 
2,643  lllfeikeiingCoiniianM^ 
44  tadusiry  Categories 
17,677  Key  Personnel 


BURNES  OF  BOSTON  PICTURE  FRAMES 

Newell  Rubbermaid.  Inc. 

29  E.  Stephenson  St. 

Freeport,  IL  61032 

(815)235-4171 
Fax:  1815)381-8155 

URL:  httpJTwww.newellco.com 
Prodaet/Serriee  Category:  Home 
Furnishings/Textiles 
Key  PenooDcl: 

Chrmn . William  P.  Sovey 

Pres,/CEO . Joseph  Galli  Jr. 

Pers.  Cor.  DeveIVCFO . William  T.  Aldredge 

Pres..  Burnes  of  Boston . Scott  Slater 

Vice  Pres.,  Cor.  Common . Ken  Ross 

Vice  Pres..  HR . Timothy  J.  Jahnke 


Address,  Telephone,  Fax,  Email,  Web  Site,  Parent  Company,  Headquarters  Location,  Media 
Expenditure,  Year  Brand  Established,  Lead  Creative  and  Specialized  Agencies, 

Key  Corporate  and  Brand  Personnel 


$399  Print  &  CD  -  $699  9nline  -  Per  Tide 
AdiMeek/Brandii^ 


MARKETING  &  SALES 


Bringing  to  mind  the  was  the  fastest  grower  among  For  the  month,  the  national  ,  fied  index  fell  4%.  For  the  year, 

Nifty  Nineties,  the  the  four  exclusive  ££#F/  and  insert  indices  rose  16%  and  '  inserts  were  up  9%,  national 

National  ROP  (Run-  Competitive  Media  Reporting  !  13%,  respectively;  the  retail  was  up  3%,  classified  was  flat, 

of-Press)  Index  in  December  newspaper  advertising  indices,  l  index  was  flat;  and  the  classi-  and  retail  was  down  4%. 


THE  DECEMBER  E&P/Cm  NEWSPAPER  ADVERTISING  INDICES 


RETAIL  ROP  ADVERTISING  INDEX 


NATIONAL  ROP  ADVER  I  ISING  INDEX 


PREPRINTED  INSERT  ADVERTLSTNG  INDEX 


DISPL.W  CLASSIFIED  ROP  ADVERTISING  INDEX 


NOV  DEC 

■  2001  10000  105S1  110.10  10349  11049  11200  10424  94.35  10346  11308  113.90  119.13 

■  2002  9825  10254  11733  97  15  105.57  12276  9970  99.22  11041  12022  121  32  137.66 

NATIONAL  CATEGORIES  YTD  DEC  yTd”3%  DEC  1 6 %* 

Airlines  14%  -11%  ,  .  ^  r 

.  1  .  %  A  fith  the  Factorv  AutoiTOtive 

Auto  Dealer  Assrrciations  :  20%  i  20%  lAf  .  ^  ■ 

Banks/Credit  Cards  -2%  9%  V  ¥  category  the  biggest  driving 

Computers  I.  Software  i  0%  !  -5%  force  behind  it  in  December,  the 

Corporate/Office/Other  -12%  -4%  National  ROP  Index  saved  the 

Factory  Automotive  i  -2%  j  88%  best  for  last,  as  it  finished  2002 

Food  &  Household  -12%  :  19%  with  its  most  turbocharged 

GovemmenVPoifticai  '  6%  1-15%  monthly  performance  of  the 

Hotels  &  Resorts  -6%  -9%  n... 

.  1  i  A-ia  year.  Among  the  contrarians 

Insurance  i  -5%  47%  :  _  .  “ 

Investments  0%  ^3%  m  December  were  the  Govem- 

Maii  Order  9%  !  24%  ment/Political,  Travel  &  Tourism, 

Motion  Pictures  '  12%  21%  and  Airlines  categories,  as  they  all 

Travel  A  Tourism  j  -7%  j  -13%  recorded  double-digit  percentage 

utilities  &  Communications  2%  ;  6%  declines,  year  over  year. 


MAYJUN 


FEB  MAR 


VIAR  APR  MAY  JUN  JUL  AUG  SEP  iOCT  NOV  DEC 

127.(7  119.59  13245  123.98  10203  122.07  1U21  11(11  '  1(2.72  I7L42 

120.91  10339  131.(6  117  18  97  76  121  37  112  30  11(24  149  53  17849 

O  i  Retail  ROP  Index 

•  YTD -4%,  DEC  0% 

The  Retail  ROP  Index’s  flat 
figure  for  the  month  arguably 
signaled  a  robustness  of  sorts, 
with  its  year-to-date  number 
climbing,  column-inch  by 
column-inch,  to  -4%  at  the  end 
of  December  from  -5%  at  the  end 
of  November.  Nice  around 
Christmas  were  Office  Supply 
Stores,  Drug  Stores,  and  Building 
Materials;  naughty  were  Discount 
Stores,  Consumer  Electronics, 
and  Furniture  &  Accessories. 


Apparel  &  Accessory  Stores  ;  -1% 


Books  &  Stationery  Stores  3‘ 


Computer  Stores 


Department  Stores 


Furniture  &  Accessories 


Preprinted  Insert  Index 
YTD  9%,  DEC  13% 

King  of  all  the  EAP/CMR  newspaper 
advertising  indices  for  seven  straight 
months,  the  Preprinted  Insert  Index 
surrendered  its  crown  as  the  fastest- 
growing  performer  to  the  National  ROP 
Index  in  December,  but  it  still  closed  out 
the  year  in  royal  style.  A  sign  of  the  index's 
strength  in  2002:  Just  one  category.  Office 
Supply  Stores,  showed  a  decline  —  and  it 
was  down  only  1%. 


Building  Materials 


Consumer  Electronics 


Discount  Stores 


Food  &  Household  (CMO) 


Furniture  &  Accessories 


FEB  MAR  APR  MAYJUN  JUL  AUG  SEP  OCT  NOV  DEC 

U3.12  114  47  133.61  125  40  '  11011  102  61  124  02  122.19  113.96  166  82  177.28 

10608  13906  117.45  13824  13997  103.02  13841  139.24  138.97  190.77  200.59 


Other  Inserts 


Display  Classified  ROP 
Index  YTD  0%,  DEC  -4% 

Like  all  but  one  month  in  the  21st 
century  (November  2002),  December 
was  marked  by  a  double-digit  percentage 
drop  in  the  Recruitment  categ^  of  the 
Display  Classified  ROP  Index.  Despite 
the  category’s  continuing  convulsions, 
the  index  finished  fiat  for  the  year. 


Automotive 


Other  Display  Classified 


I  JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC 

12001  100.00  99.55  107.00  93.97  9155  9&5S  95J2  91.53  10126  9319  92M  89  45 

■2002  87.13  89.30  104.82  95.07  9766  105.14  91.71  10a46  9968  9422  97.91  85.56 


Recruitment 


NATIONAL  CATEGORIES 

YTD 

DEC 

Airlines 

14% 

-11% 

Auto  Dealer  Assrrciations 

20% 

20% 

Banks/Credit  Cards 

-2% 

9% 

Computers  !■  Software 

0% 

-5% 

Corporate/Office/Other 

■12% 

-4% 

Factory  Automotive 

-2% 

88% 

Food  &  Household 

-12% 

19% 

GovemmenVPoItticai 

6% 

-15% 

Hotels  &  Resorts 

■6% 

-9% 

Insurance 

-5% 

47% 

Investments 

0% 

13%' 

Mail  Order 

9% 

24% 

Motion  Pictures 

12% 

21% 

Travel  A  Tourism 

-7% 

-13% 

Utilities  &  Communications 

2% 

6% 

32  EDITOR& PUBLISHER  FEBRUARY  17,  2003 


www.editorandpublisher.com 


’■  ■■■  ■  ^ 


DITC^R 

PUBLISHER  ANNUAl  DIRECTORIES 

All  the  critical  data  you  need  — 
right  at  your  fingertips! 


WARBCk^  YFj\RBck)K  wnolfwHh-RF. 


7(>., 

!M\BKi;i 

(;uii)i: 


2003 


^  • 

W  Wl  ^  w-o-jeo-, 

V  V  «jM«CMWiOe* 

2003 


2003 


\ 


{continued  from  page  17}  copies, 

says  another  site  manager,  “they  just 
don’t  want  anything  out  that  doesn’t 
look  great”  Though  most  regard  the 
Times  as  generous  about  waste,  some 
who  recall  USA  Today's  launch  pxjint 
to  its  own  tolerance  until  its  process 
was  under  control.  In  any  case,  even 
an  expected  number  of  start-up 
waste  copies  looks  like  a  high 
percentage  of  a  short  run.  Also, 
heavy  color  use  and  setting  the 
quality  bar  high  can  push  waste  to 
levels  intolerable  at  most  dailies. 

Both  papers  continually  inspect 
what  all  sites  print.  Each  day,  “we 
look  at  every  color  printed  page,” 

USA  Today's  Yates  says.  “In  2000, 
the  quality  lab ...  evaluated  188,781 
tear  sheets”  —  from  “mystery 
subscribers”  to  ensure  true  sampling. 
A  color  page  is  scored  for  trolley 
marks,  hickeys  and  other  blemishes, 
color  registration,  and  visual 
comparison  to  a  proof  A  randomly 
selected  black-only  page  also  is  vetted 


Rotary  Offset  Press,  a  Seattle  Times  Co.  unit,  runs  The 
New  York  Times  on  a  KBA  Continent,  first  in  the  nation. 


Once  a  week,  the  Times  asks  sites  to 


daily  for  density  and  mechanical  defects.  submit  copies.  Sites  never  know  what  day  i 


Assessing  and  informing  print  sites,  he  or  days  until  asked.  A  group  in  the  graphic- 


says,  “really  closes  the  loop  on  the  whole  arts  program  at  the  City  University  of  New 


process.”  Just  as  at  Times  sites,  USA  Today  !  York  evaluates  the  copies  each  month 


to  recognize  printers  in  several  areas, 
bestowing  quarterly  “Golden  Apples”  for 
improvement 

Denver,  for  example,  won  “Perfect  Page” 
and  “Perfect  Paper”  recognition  in  2000, 
then  came  back  last  year  with  what  may 
have  been  the  highest  improvement  score 
ever  achieved.  A  newer  site,  Rotaiy  Offset, 
took  the  No.  4  spot  in  its  first  year.  Phoenix 
finished  in  first  place  among  doublewides 
in  2000  and  thereafter  garnered  Golden 
Apples  for  singlewide. 

The  Times  brings  plant  managers  to 
what  one  calls  “a  solid  week  of  training  and 
meetings”  two  or  three  times  a  year,  always 
at  print  sites  and  always  including  informa¬ 
tion  sharing  among  sites.  Also,  “New  York 
is  very  good  about  alerting  the  sites  [to]  ad 
camp2iigns  in  advance”  and  passing  along 
praise  from  advertisers,  Kotwasinski  says. 

Learning  and  morale  both  improve  with 
work  for  the  Times,  says  one  manager. 

“The  next  thing  you  know,  their  [own] 
paper’s  quality  comes  up.” 

In  the  end,  says  Denver’s  Bockman, 
after  the  paper’s  expectations  are  clear, 
after  local  mans^ers  have  supplied  training 
and  cultivated  a  positive  environment, 
“once  we  all  go  home,  all  quality  is  left 
completely  in  the  hands  of ...  the  crews.”  11 


printers  submit  daily  production  reports. 

USA  Today  has  created  an  awards 
program  for  printers’  improvements.  And 
Yates  says  it  will  resume  sharing  with  all 
sites  their  periodic  ranking  by  evaluation 
—  a  practice  suspended  to  allow  each  to 
measure  progress  against  its  own  record. 


We  have  a  training 
program  that  can 
generate  $250,000 
in  new  business 
in  5  days. 

A  phone  call 
to  find  out  more 
is  free. 

Contact  Karla  Stocker 
at  800-898-0444. 

PRQMAa 


GOT 

RESULTS? 


PIOMAX  TRAINING  A  CONSULTING,  INC. 


www.promaxtraining.com 
email:  pmaxtrain@aol.com 


IF  YOUR  GOAL  IS  TO  HELP  OTHERS 
TELL  GREAT  STORIES,  WHRT  ORE 
YOU  DOING  TO  REACH  YOUR  GOAL? 
BEEN  TO  POYNTER? 

Coaching  &  Story  Editing  Workshop 
May  15-17, 2003 

Application  Deadline:  March  15, 2003 

Writing  coaches,  senior  writers,  story  editors,  newsroom  trainers,  college  writing 
teachers,  and  publications  advisers  will  get  tips  on  the  crafts  of  story  editing 
and  coaching.  You’ll  learn  how  to  develop  good  reporter-editor  relationships 
and  how  to  create  a  productive  newsroom  culture.  You’ll  get  a  toolbox  for 
story  construction.  The  tuition  is  only  $75  and  the  hotel  fee  is  $90  +  tax/night. 

Poynter. 

EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 

www.poynter.org 


APPLY  TODAY! 
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NEWSPAPER  2  .  O 


DO  THE  WRin  IHINfi 

Newspapers  find  there’s  little  to  lose  and  much  to  gain  by  letting 
their  classified  advertisers  use  the  Web  to  create  their  own  copy 

It’s  every  ad  salesman’s  dream:  you  put  your  loafered 
feet  up  on  the  desk,  lean  back,  puff  on  your  cigar,  and  wait 
for  the  advertising  dollars  to  roll  in.  You  may  not  actually 
find  Mr.  Moneybags  in  newspaper  classified  departments 
today,  but  this  scenario  is  no  longer  far-fetched.  What  you 
will  see  is  greater  use  of  Web-based  order-entry  systems,  where 
customers  create  their  own  classified  ads  online,  review  them  in 
real  time,  pay  for  them  with  credit  cards,  and  then  submit  them  au¬ 
tomatically  for  both  print  and  Web  publication.  The  self-service 
systems  are  bringing  in  new  classified-ad  customers  and  cutting 

costs  —  as  newspapers  work  overtime  to  for  customer  development  at  InfiNet,  the 


costs  —  as  newspapers  work  overtime  to 
maintain  the  lucrative  classifieds  business. 

Web-based  ad  creation  certainly  isn’t 
new,  but  the  industry  reports  increased 
usage  and  acceptance  among  advertisers. 
“Newspapers  have  discovered  an  avenue  for 
incremental  revenue,”  said  Jeffrey  Baudo, 
chief  operating  officer  for  AdStar  Inc.,  a 
provider  of  electronic  ad-submission 
services  to  advertisers 
and  publishers  since 
1986.  The  Marina  del 
Rey,  Calif -based 
company  manages 
Web-based  ad-entry  for 
about  40  newspapers. 

AdStar ’s  clients  have 
reported  that  25%  to 
40%  of  customers  using 
the  Web-based  systems  are  first-time 
advertisers  (defined  as  those  who  haven’t 
placed  an  ad  in  the  paper  during  the  last 
six  months). 

AdStar  found  that  roughly  40%  of  the 
ads  placed  via  the  Web  come  in  at  night  or 
on  weekends,  when  the  classified  depart¬ 
ment’s  telephone-order  office  is  closed. 
“What  we’ve  discovered  in  the  last  three 
years  is  that  there’s  an  Internet  user  out 
there  who’s  completely  at  home  with  this 
and  wants  to  be  able  to  place  classifieds 
when  it’s  convenient,”  Baudo  said. 

Every  ad  that  comes  in  through  the  Web 
cuts  down  on  call-center  and  production 
costs,  said  Angus  Twombly,  vice  president 


.BY  CARL  SULLIVAN 


Web-application  provider  in  Norfolk,  Va., 
that  offers  its  own  ad-entry  module  (and 
hosts  a  similar  Digital  Technologj-  Inter¬ 
national  system  for  Landmark  Communi¬ 
cations  Inc.).  “The  key  selling  point  is  that 
it’s  a  direct  interface  to  the  front  end  of  the 
classifieds  system,”  Twombly  said.  “It’s 
hands-free  from  the  newspaper’s  stand¬ 
point,”  although  someone 


When  people  create  their 
own  ads,  they  either  feel 
“pride  of  authorship”  or 
know  exactly  who  to  blame. 


still  must  review  the  ads  for 
i  quality  control  before  publication.  And  with 
more  classifieds  being  placed  via  the  Web, 
call  centers  are  able  to  shift  their  focus. 
Instead  of  waiting  for  the  phone  to  ring, 
they  can  spend  more  time  calling  potential 
!  advertisers  and  soliciting  new  business. 

Another  bonus;  “When  customers  are 
left  to  themselves  to  place  ads  online,  they 
tend  to  buy  more  expensive  ads  than  they 
would  from  the  call  center,”  Twombly  said, 
i  pointing  to  positive  results  at  \heAsbury 
I  Park  Press  in  Neptune,  N  J.,  and  The 
\  Virginian-Pilot  in  Norfolk.  He  said  call 
1  centers  tend  to  fit  customers  into  low- 
I  priced,  highly  standardized  formats.  But 
the  Web  user,  without  the  time  pressure  of 


placing  an  order  with  a  live  person,  sees  all 
the  opportunities  available  —  attention- 
;  getters  such  as  color,  special  borders,  fancy 
I  fonts,  smiley-face  icons,  and  the  like.  The 
I  Web-based  advertiser  tends  to  be  wordier, 
too:  Some  papers  reports  a  15%  to  25%  in¬ 
crease  in  linage  for  ads  placed  online.  Bau- 
!  do  calls  it  the  “pride-of-authorship”  factor, 
i  Pride  of  authorship  also  leads  to  greater 

accuracy,  said  Andree  Sanquini,  real-estate 
manager  for  Newsday  in  Melville,  N.Y.  Last 
year,  her  newspaper  began  to  let  real-estate 
.  agents  create  their  own  ads  using  software 
from  Pica9  of  Garden  City,  N.Y.  “It  saves  us 
money  on  the  man-hours  for  putting  the 
ads  together,  plus  there  are  fewer  mistakes,” 
Sanquini  said.  Previously,  the  agents  would 
send  in  their  copy  and  photos,  the  news¬ 
paper  would  mock  up  the  ads,  and  then 
:  send  them  back  to  the  agents  for  review. 

“There  was  a  large  margin  of  error,” 

I  Sanquini  said.  The  quality  of  the  print  ads 
also  has  improved  because  agents  are  now 
more  likely  to  use  camera-ready  art  (w'hich 
!  they  get  a  discount  for  providing).  And 
since  advertisers  are  responsible  for  any 
mistakes,  they  can’t  blame  the  publisher  — 
which  should  cut  down  on  make-goods. 

One  factor  that  has  slowed  the  industry  ’s 
adoption  of  Web-based  ad-building  is  the 
fear  that  automation  would  depersonalize 
1  the  relationship  between  newspapers  and 
I  advertisers,  said  Pica9  CEO  Kevin  Groome. 

\  “I  think  it’s  actually  working  the  other  way 
around,”  he  said.  “You  have  more  opportu¬ 
nities  to  interact  with 
your  advertisers  and 
can  spend  time  up¬ 
selling  your  products.” 

There  will  be  more 
things  to  upsell,  too, 
as  publishers  add  bells 
and  whistles  and  as 
clients  grow'  more  comfortable  with 
e-commerce  and  digital  photography. 
Papers  such  as  Newsday  are  getting  good 
feedback  when  they  offer  training  in 
scanning  and  digital  cameras  to  customers. 
“People  appreciate  being  able  to  control 
their  own  ads,”  Sanquini  said. 

Will  there  come  a  day  when  all  classifieds 
are  taken  over  the  Net?  “It’s  an  evolutionary 
thing,”  Twombly  said.  “As  newspapers 
replace  their  classifieds  systems,  the>'  w'ill 
add  Web-order  functionalitv  .”  Meanwhile, 
some  publishers  will  add  online  order¬ 
taking  that  may  not  be  fully  integrated  with 
the  classified  system.  As  a  result,  Twombly 
said,  “Some  of  the  old  stuff  will  still  be  out 
I  there  for  another  decade.”  11 
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growing  local  reach: 

newspaper  &  broadcast  executives  share  successful 
strategies  for  converged  media,  advertising  &  more 

San  diego  paradise  point  resort  &  spa  I  may  7-9,  2003 


Editor  and  Publisher  is  the  leading  newsweekly  for  the  newspaper  industry  and  Mediaweek  is 
the  magazine  covering  the  business  and  content  issues  of  the  media  business.  Both  publications 
will  be  co-producing  the  expanded  2003  version  of  EScP’s  annual  Interactive  Conference  &: 
Tradeshow,  which  will  focus  on  Local  Market  Media  Integration  and  the  co-opetition  between 
newspaper  and  broadcasting  corporations  and  web  sites.  Attendees  will  learn  how  to  grow 
real  reach  from  converged  media,  and  how  to  make  their  online  efforts  more  successful  and 
profitable,  from  the  industry  leaders  that  are  leading  the  way. 
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The  8th  annual  EPpy'” Awards  will  also  be  presented 
to  the  best  of  online  newspapering  and  broadcasting. 


For  more  information,  visit  www.editorandpublisher.com  or  call  (toll-free)  888-536-8536. 
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BY  THE  UNION-TRIBUNE 


j  [  {continued  on  page  36}  the  identity 
I  of  the  Central  Park  Jogger  (as  she  has 

I  come  to  be  known)  now  that  her  book 
I  is  about  to  be  released  [“Naming  the 
[  ‘Jogger’”].  Still,  I  can’t  help  feeling  that 
the  debate  over  the  Jogger’s  identity 
i  obscures  the  real  issue  here  —  and  that 
j '  is  the  identities  of  those  (namely,  the 
j  New  York  police  officers)  who  enabled 
I  justice  to  go  so  awry  here. 

After  all,  it  isn’t  the  Jogger’s  fault 
that  the  cops  didn’t  record  their  entire 
\  I  interrogations  of  the  suspects,  and  it 
[  I  isn’t  her  fault  that  the  cops  so 
I  j  emotionally  coerced  those  suspects 
'  that  they  falsely  confessed.  Without 
! ;  any  memory  of  the  attack,  the  Jogger 
I  was  hardly  in  a  position  to  ensure 

that  those  who  were  actually  responsible 
were  apprehended.  The  police,  by 
I  contrast,  were  in  position  to  ensure 
I  that  —  and  they  blew  it,  big-time. 

In  the  end,  the  most  important 
I  question  in  this  case  is  not  “What  is  the 
I  Jogger’s  name?”  but  “How  will  the 
j  j  justice  system  be  improved  if  the 
!  identity  of  the  Jogger  is  well-known, 
j  but  not  the  identities  of  the  cops  who 
!  coerced  the  confessions?” 

1 !  I  fear  we  all  know  the  answer  to 
I  that  question. 

KATHRYN  M.  KASE 

Houston 


a; 


S  A  NUMBER  OF  PEOPLE  HAVE 

observed,  there  was  more  than 
.enough  information  about  the 
Jogger  in  the  original  media  coverage  to 
determine  her  name  via  Google  or  any 
good  Web  search  engine  [“Naming  the 
‘Jogger’”].  Simply  feed  in  the  names  of 
her  schools,  occupations,  workplaces, 
etc.,  and  articles  about  her  pop  up. 

JOHN  ALLEN  PAULOS 
PROFESSOR  OF  MATHEMATICS 
Temple  University 
Philadelphia 
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EAR,  ALL  YE  GOOD  PEOPLE, 
hear  what  this  brilliant 
and  eloquent  speaker  has 
to  say!”  [“Letters:  An  alternative  view,” 
Feb.  10,  p.  3.] 

Dennis  J.  Lombard,  editor  and 
publisher  of  the  Home  Times  Family 
Newspaper  in  West  Palm  Beach,  Fla., 
deserves  a  big  pat  on  the  back  for 
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expressing  what  many  in  our  business 
oftentimes  think  but  don’t  say  for  fear 
of  looking  like  we  might  —  oh,  my  gosh 
—  actually  support  something  the 
United  States  is  doing. 

DAVE  ELDRIDGE 

PUBLISHER 
The  Jessamine  Journal 
Nicholasville,  Ky. 

AUSTRALm  CALLING 

Thanks  for  “‘Rummy’  &  the 
news”  [Jan.  27,  p.  28]:  “The 
highest  calling  in  journalism  is 
not  war  reporting.  It’s  finding  the  story 
that  would  help  prevent  a  war.” 

Precisely  —  and  these  words  should 
be  framed  and  hung  up  in  every 
newsroom  around  the  world! 

HELGA  FREMLIN 
Burwood  East  Victoria,  Australia 

lAHINANAME? 

Eric  Alterman’s  column  “The 
war-drum  beat”  [Jan.  20,  p.  26] 
correctly  identifies  the  dynamic 
of  “Patriotic  Correctness”  threatening 
journalistic  standards  in  America. 

While  accusations  of  a  liberal  bias  in 
the  media  may  be  correct  to  a  fashion, 
they  neglect  an  important  fact:  There 
can  be  no  such  thing  as  “conservative 
media”  if  we  define  “media”  or  “the 
press”  as  the  right  to  report  the  news. 

“Conservative  media”  impedes  that 
process  by  its  very  definition.  While 
“liberal  media”  may  commit  sins  of 
selectivity  in  what  they  choose  to 
report,  they  still  support 
the  right  to  publish, 
broadcast,  or  deliver 
news  and  information 
of  all  types.  That’s  why 
we  find  “conserv'ative” 
news  outlets  thriving, 
profitable,  and 
appreciated  by  those 
who  agree  with  those 
viewpoints.  “Conserva¬ 
tive  media”  by  definition 
refuses  those  same 
rights  to  anyone  with 
whom  they  disagree. 

Media  must  be 

defined  as  liberal  or  they  become 
something  else  —  propaganda  outlets, 
perhaps.  We  know  from  history  that 
suppression  of  the  media  is  the  first  sign 
of  a  decline  in  personal  and  collective 


1  freedom.  Does  a  liberal  society  shut 
I  down  the  media?  Quite  the  opposite.  So 
I  the  complaints  by  the  conservative  bloc 
i  in  America  are  specious.  It  may  instead 
I  be  true  that  the  ideas  they  propose  are 
I  suspect  in  the  market  of  generalities 
I  that  contribute  to  real  democracy  and 
freedom  of  the  press. 

CHRISTOPHER  CUDWORTH 
;  COMMUNITY  MARKETING  MANAGER 
i  Daily  Herald 

\  Arlington  Heights,  Ill. 

DANIEL  ELL»  ON  THE  WEB 

JUST  READ  YOUR  DaNIEL  ElLSBERG 
interview  on  the  Web  [“Telling 
truths  when  it  counts,”  Jan.  27, 
p.  18]:  Amazing  Rumsfeld  quote! 

I  was  dying  for  you  to  ask  Ellsberg 
what,  if  any,  news  Web  sites  he  follows 
and  how  he  sees  the  role  of  the  Internet 
in  the  current  Iraq  thing. 

Then,  there  it  was:  a  whole 
paragraph,  and  more,  about  how 
important  Internet  sources  are  right 
now,  and  the  address  for  one  of  them. 

I  Thanks  for  including  this  info  —  so 
people  realize  that,  with  a  little  poking 
j  around  on  their  computers,  they  can 
I  find  out  what’s  happening.  Thanks  for 
I  this  very  interesting  interview'! 

I  SAM  PRICE 

j  San  Francisco 

AND  WE  LINE  CANADA.  TOO 

I  JUST  WANTED  TO  SAY  THAT  I  WAS 

glad  to  see  the  article  “Telling 
truths  when  it  counts”  published 
on  the  Web. 

This  is  the  first  time 
that  I  came  across 
your  Web  site,  and  I 
commend  you  on  the 
coverage  in  this 
Q-and-A  article 
with  Daniel  Ellsberg. 

Your  story  dealing 
with  the  press  and  its 
failure  to  fairly  deal 
with  what  may  be  an 
inevitable  war  is 
above  and  beyond 
that  which  is  expected 
from  any  individual. 
Kudos  to  both  you  and  your 
organization,  and  I  hope  you  keep 
1  up  the  good  work. 

!  CHRIS  LYNCH 

!  Thorold,  Ontario 
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E&P  ■welcomes  letters.  Send 
them  via  e-mail  to  letters® 
editorandpublisher.com,  ■via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
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address.  Letters  may  be  edited 
for  all  the  usual  reasons. 
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Bill  Mauldin  draws  praise 


AAEC’s  'Notebook’  focuses  on 
remembrances  of  the  creator 

BY  DAVE  ASTOR 

The  late  Bill  Mauldin  received 
a  major  tribute  from  his  peers  at 
the  Association  of  American 
Editorial  Cartoonists. 

This  month’s  AAEC  Notebook  includes 
a  Mauldin  cartoon  on  the  cover  and  half  a 
dozen  recollections  of,  and  stories  about, 
the  creator.  The  pieces  are  posted  on  the 
organization’s  Web  site  (http://pc99 
.detnews.com/aaec),  which  also  features 
cartoons  commemorating  Mauldin. 

In  one  article.  Tribune  Media  Services 
editorial  cartoonist  JeifDanziger  wrote: 
“There  were  two  differences  between 


Mauldin  and  most 
cartoonists  today.  One 
was  that  Mauldin  had 
been  there.  He  wasn’t 
making  it  up.  He  wasn’t 
applying  standard 
comic  structures  to  the 
news  to  come  up  with 
an  obvious  joke  w'e  can 
all  harmlessly  laugh 
at. ...  The  other  was 
that  Mauldin  could 
draw.  He  was  a 
trained  artist.  He 
knew  human 
anatomy.  He  knew 
how  men  stood  when 
they  were  dead  tired,  when  they  are 
afraid,  and  how  they  physically  cringe 
when  they  are  lying.” 


BNtMMdln, 


AAEC  President  Bruce  Plante,  of  the 
Chattanooga  (Tenn.)  Times  Free  Press, 
told  E^P  that  the  organization  gave 

Mauldin  so  much  ink  because 
“he’s  one  of  the  greatest 
editorial  cartoonists  in 
our  history.  There  will 
never  be  another  Bill 
Mauldin”  —  with  part  of 
the  reason  being  “the 
Army  won’t  allow  it,  and 
I’m  not  sure  newspapers 
would,  either.” 

Mauldin,  who  died  last 
month  at  age  81,  was  best 
known  for  his  World  War 
II  cartoons  focusing  on 
weary  soldiers  Willie  and 
Joe.  He  later  worked  for  the 

_ _  St.  Louis  Post-Dispatch  and 

Chicago  Sun-Times,  and  was 
distributed  by  King  Features  Syndicate 
before  retiring  in  the  early  1990s.  11 
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et  cetera  . . . 

The  Albuquerque  (N.M.)  Journal  canceled 
“La  Cucaracha”  after  conducting  a  poll 
in  which  56.5%  of  6,571  voters  wanted 
the  comic  dropped.  Many  felt  the  edgy  political/ 
social  strip  was  “divisive,”  said  Assistant 
Managing  Editor  Dan  Herrera,  adding  that  some 
of  the  critics  were  Hispanics  —  who  comprise 
approximately  37%  of  the  paper's  circulation. 
Creator  Lak)  Alcaraz  told  E&P  the  vote  total 
wasn’t  too  bad.  “Considering  that  the  ‘anti’ 
people  seemed  to  be  so  loudly  opposed  to  my 
comic,  you  would  have  thought  it  would  lose 
9-to-l,”  he  said,  adding  that  he  knows  of  no 


DEAR  EDITOR, 

T  CANNOT  BELIEVE 
you  HAVE  REPLACED 
N\Y  favorite  giGfiTy 
year  old  C0/V\IC  ^ 
STRIP  WITH 

LA  „ . 
CUCARACHA" 


I 


Ta  cucaracha*  is  not 

ONLT  DRAWN  BY  A 
HISPANIC,  BUT  It  ONLY 
FEATURES  HISf^NlC 
characters  -  which 

NW:ES  IT  A 
Totally 
RACIST 
COMIC 

strip  / 


(see  art)  showing  a  man  asking  for  the  return  of 
“Whitesville,  USA”  by  Aryan  McCracker  (a  play 
on  the  name  of  Aaron  McGruder,  who  does 
“The  Boondocks”  for  Universal).  Herrera  did 
mention  that  he’s  seen  Akaraz’s  work  in  the 
alternative  press  for  years  and  feels  some  of  it  is 
“pretty  funny.”  Many  Journal  readers  praised 
“La  Cucaracha,”  with  one  saying  Alcaraz  “has  a 
unique  cultural  perspective  and  created  a  strip 
that  is  fresh,  funny,  powerful,  surprising, 
satirical,  and  long  overdue.”  ...  Yaga’s  “Digital 
Content  Payment  Solution”  is  handling  Tribune 
Media  Services’  new  e-mail  newsletter,  which 
offers  readers  TMS  columns  and  cartoons  on  a 
subscription  basis. ...  Two  Minnesota  Public 
Radio  hosts  are 
doing  weekly 


please  drop  "LA 

CUCARACHA"  AND 
BRING  BAC<  MY 
favorite  Comic  strip 

whitesville,  USA” 


Roger  Ebert 


other  cancellations  sirKe  Universal  Press 
Syndicate  b^an  distributing  “La  Cucaracha” 
last  November  to  38  newspapers.  That  has 
grown  to  about  60  papers  —  a  total  Alcaraz 
thinks  is  “good  for  this  economy.”  Herrera  said 
“there’s  a  level  of  reader  anger  about  the  comic 
that  hasn’t  abated”  since  last  fall.  But  the 
specific  catalyst  for  the  poll  were  reader 
complaints  about  a  satirical  January  episode 


columns  for 
ScRiPPS  Howard 
News  Service: 
“The  Splendid 
Table”  by  Lynne 
Rossetto  Kasper 
and  “Sound 
Money”  by  Chris 
Farrell.  SHNS  also  launched  an  occasional 
series  of  features  called  “(Genuine  Article” 
based  on  programming  on  Scripps’  Fine  Living 
cable  network.  The  subject  is  product  and 
service  “icons”  such  as  Steinway  pianos. ... 
The  “Kid  Scoop”  feature  (http://www.kidscoop 
.net)  reached  the  200-newspaper  mark. ... 
Knight  Ridoer/Tribune  Information  Services’ 
“KidNews”  paginated  “OnePage”  and  “Kids 


Elements”  package  are  offering  content  from 
Nickelodeon  magazine. ...  Roger  Ebert  of  the 
Chicago  Sun-Times  and  Universal  was  honored 
at  the  American  Society  of  Cinematographers’ 
Outstanding  Achievement  Awards  ceremony 
Feb.  16.  He’s  only  the  second  movie  critic  feted 
since  the  awards  began 
in  1986. ...  The 
New-York  Historical 
Society  (http://www 
.nyhistory.org)  is 
holding  two  exhibits 
relating  to  former 
Universal  cartoonist 
Jules  Feiffer  through 
May  18  and  June  1. ... 
March  15  is  the  entry  deadline  for  the  National 
Society  of  Newspaper  Columnists’  annual 
contest  (http://www.columnists.com). ...  Chris 
Muir  is  doing  a  conservative  comic  strip  called 
“Day  by  Day”  (http://www.daybydaycartoon 
.com). ...  United  Media  named  William 
Callahan  regional  sales  manager  for  the  North¬ 
east,  with  Don  Lane  moving  from  that  area  to 
the  South.  Callahan  previously  worked  for 
several  VNU  magazines,  including  E&P. ... 
Former  syndicated  political  cartoonist  Marie 
Woolf  conceived  and  heads  the  new  Politikos 
(http://www.politikos.com),  which  offers  an 
online  program  for  local  and  national  candi¬ 
dates.  ...  “Compu-toon”  calendars  will  be 
included  in  USD  care  packages  distributed  to 
military  personnel  around  the  world.  Charles 
Boyce  does  the  “Compu-toon”  comic  for  TMS. 
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In  Vietnam,  all  people  know  is  not  what  they  read  in  the  papers 

VIETNAM’S  GOVERNMENT  OPPRESSION  APPEARS  TO 

rest  lightly  on  its  land.  During  a  two-week  visit 
begun  just  after  Christmas,  I  saw  nothing  in  Viet¬ 
nam  remotely  like  the  episodes  I’ve  witnessed  in 
other  Communist  nations:  Czechoslovakian  police 
beating  and  spiriting  away  a  man  foolhardy  enough  to  photograph 
the  violent  crackdown  on  a  peaceful  pro-democracy  demonstra¬ 
tion  in  1988;  the  palpable  fear  of  a  Beijing  guide  in  1994  who 
spoke  perfect  English  until  talk  turned  to  the  events  at  Tiananmen 
Square;  Havana  police  in  1999  interrogating  a  husband  and  wife 


because  they  had  struck  up  a  casual 
conversation,  about  baseball,  with  a 
couple  of  Americans. 

Yet,  more  than  a  decade  after  Vietnam 
opened  itself  up  to  foreign  investment 
and  tourism  with  a  new  free-market  doi 
moi  policy,  its  present-day  rulers  still 
cling  to  a  few  comforts  of  old- 
fashioned  Communist  tyranny. 

The  most  obvious  is 
repression  of  the  press. 

Reporters  Without  Borders 
puts  Nong  Due  Manh,  the 
president  of  Vietnam’s  parlia¬ 
ment,  on  its  list  of  “predators 
of  press  freedom.”  The  govern¬ 
ment  is  especially  paranoid 
about  the  Internet.  Four 
dissidents  are  serving  prison 
terms  ranging  from  eight  to  15  years  for 
going  online  to  advocate  political  reform. 

But  even  to  a  casual  visitor,  the 
government’s  fear  of  a  free  press  is 
obvious.  It  starts  when  you  apply  for  a 
visa:  In  the  checklist  for  the  purpose  of 
one’s  trip,  “Journalist”  is  listed  first,  no 
doubt  as  a  red  flag  that  even  the  dimmest 
immigration  official  could  not  miss. 

Hanoi  is  one  of  the  most  invigoratingly 
chaotic  cities  in  Asia.  Those  thousands  of 
people  who  aren’t  whizzing  by  on  motor¬ 


bikes  or  cyclos  are  tending  a  jumble  of 
shops  or  welding  machine  parts  in  tiny 
sidewalk  factories.  There  are  jarring 
surprises  for  Americans,  like  the  remains 
of  a  downed  B-52  bomber  poking  out  of  a 
!  pond  in  the  courtyard  of  an  apartment 
complex.  Yet,  from  this  energetic  city,  the 
Vietnamese  government  — 
which  owns  all  news  media  in 
the  country  —  publishes  the 
kind  of  sleep-inducing 
English-language  daily  that  is 
standard-issue  in  what’s  left 
of  the  Communist  world. 
Front-page  stories  in  Vietnam 
News  and  its  French-language 
equivalent,  Le  Courier  du 
Vietnam,  are  mostly  devoted 
to  three-year  economic- 
development  plans  or  the  national 
meetings  of  provincial  postal  authorities. 

With  its  endemic  corruption  damaging 
Vietnam’s  reputation  among  investors, 
authorities  have  been  allowing  more 
coverage  of  misdeeds  by  officials.  The 
most  spectacular  is  the  so-called  “Nam 
Cam”  affair,  named  after  a  55-year-old 
Ho  Chi  Minh  City  gangster  who  ran  a 
gambling-and-prostitution  network  under 
the  protection  of  some  very  high  officials, 
among  them  Tran  Mai  Hanh,  head  of 


the  national  association  of  journalists. 

Because  you  can  take  the  boy  away 
I  from  E^P,  but  you  can’t  take  tbe  E^P 
out  of  the  boy,  everywhere  I  went  I 
bought  newspapers,  Vietnamese  as  well 
as  English  and  French.  I  studied  the 
reproduction  and  the  layouts  —  white 
reverse  type  on  blurry  spot  color  was  a 
recurring  motif  —  and  tried  to  puzzle  out 
the  news  from  the  photos  and  the  names. 

And  whenever  I  could,  I  asked 
I  Vietnamese  about  their  reading  choices. 
The  most  forthcoming  response  came  at 
a  bar  along  China  Beach,  the  Mekong 
Delta  resort  made  famous  first  by 
American  GIs  on  R&R  and  then  by  the 
hit  TV  show.  The  evening  was  winding 
down,  and  one  of  the  employees,  a  man  in 
his  very  early  20s,  relaxed  by  taking  three 
different  newspapers  aside. 

“Which  is  your  favorite?”  I  asked.  He 
held  up  a  paper  with  a  name  —  printed 
in  reverse  on  green  spot  color  —  that 
was  the  same  as  the  nearby  city.  Can 
Tho.  He  could  have  been  an  American 
talking  about  his  hometown  paper  for  a 
Readership  Institute  survey:  “I  like  it 
because  it  has  the  local  news  of  Can  Tho. 

I  like  the  local  news.” 

“Is  it  the  most  accurate  of  the  three 
papers?”  I  asked.  He  giggled,  as 
j  Vietnamese  vdll  when  they’re  a  little 
'  nervous,  and  cast  a  sidelong  glance  at 
two  other  English-speaking  employees 
hovering  nearby.  Still,  he  answered 
i  clearly:  “You  can’t  believe  wbat  you  read 
in  any  newspaper  in  Vietnam.”  He  giggled 
;  even  louder  and  added,  “They  print  what 
they  are  told  to  print.” 

“But  what  about  Nam  Cam?  Isn’t  that 
an  example  of  more  truth  getting  in  the 
paper?”  I  asked. 

I’m  not  sure  if  his  guffaw  reflected 
especially  high  anxiety  or  was  simply 
!  cynical  laughter  at  such  a  question.  If 
Nam  Cam  is  in  the  newspaper,  he  said, 
it’s  because  there  is  some  struggle  among 
the  elites.  It  was  like  the  old  saying 
throughout  Asia:  The  monkey  is  being 
whipped  to  scare  the  chickens. 

But  the  worst  thing,  the  young  man 
continued,  is  that  none  of  his  friends,  no 
one  his  age,  cares  about  a  free  press  or 
i  politics  in  general.  “I  think,  sometimes, 
i  that  is  what  they  want,”  he  said.  And  he 
i  went  back  to  reading  Can  Tho.  11 
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Newsline  '  indows« 

-4  dwision  of  Atlantic  Southern  Mills 

Dallas,  Texas 
(214)  823-5212 

The  best  news  rack  door  windows  in  the  industry. 

•  Highest  quality,  industrial  grade  polycarbonate. 

•  High  tolerance  polymers  for  extreme  conditions. 

•  Cut  to  exacting  standards  on  automated  milling  saw. 

•  Holes  drilled  with  a  computer  guided  laser. 

•  Double  U.V.  Protectant  on  both  sides  of  window. 

•  Shipped  direa  or  drop  shipped  to  refurbisher. 

Priced  40%  below  market 
.060  @  $2.29  /  .080  @  $2.49  /  .093  @  $2.95 


^  RouteSmart* 

TECHNOLOGIES 

1-800.977.7284 

info@routesmart.com 

www.routesmart.com 


The  RouteSmart  system  automatically. . . 

•  Balances  carrier  routes 

•  Sequences  subscribers  in  delivery  order 

•  Prints  detailed  turn-by-turn  driving 
direaions  for  each  carrier 

•  Integrates  with  existing  subscriber 
management  systems 

Contact  us  to  coordinate  a  demo 
with  your  route  data. 


Suite  343,  3904  N.  Druici  Hills  Road 
Decatur,  GA  20022 
1-800-510-7834  •  (404)  325-8437 
(404)  297-0889  fax 
www.secureone.biz 

Secure-Vend,  Inc  announces  the  introduction  of  the 
Secure-One  single  unit  newspaper  vending  system! 

•  Increase  profits 

•  Installs  easily  in  TK-80  &  K-80  racks. 

•  Will  vend  only  one  newspaper  at  a  time 

•  Converts  from  Weekly  to  Sunday  newspapers 

Sample  Available  Upon  Request. 


WIFAG  TKS 


3  Territorial  Court 
Bolingbrook,  Illinois  60440-3557 
USA 

Tel  -t-1. 630.755.9300 
Fax +1.630.755.9301 
e-mail  -  info@gossinternational.com 
Web:  www.gossinternational.com 

Goss  International  Corporation  is  a  global  leader 
in  the  design  and  manufacture  of  advanced  tech¬ 
nology  web  offset  press  systems  for  the  newspaper 
and  commercial  printing  industries.  The  company 
supplies  a  broad  range  of  printing  press  equipment 
and  services  to  worldwide  markets. 


Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
Phone:  +1  770  850-8511 
Fax:  +1  770  850-8550 
E-Mail:  JOEatWIFAG@aol.com 
www.wifag.ch 

WIFAG  offers  the  OF  370  totally  shaftless  press 
with  flying  plate  change  (PCU)  and  page  count 
changing  (PCU+).  The  OF  370  can  be  configured 
with  4  or  5-high  towers  or  the  6-high  tower, 
which  can  print  a  complete  48-page  newspaper 
with  16  pages  of  full  color. 


Mike  Shafer 
Phone:  (972)  437-4466 
Fax:  (972)  437-5858 
sales@tkspress.com 
www.tksusa.com 
1201  Commerce  Drive 
Richardson,  TX  75081 

The  TKS  ColorTop  produa  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints 
at  51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps. 


Harris  Baseview' 

THE  MEDIASPAN  ^BLISHING  DIVISION^ 


Melbourne,  Florida 
(321)  242-5000  •  www.jazbox.com 

Ann  Arbor,  Michigan 
(734)  662-5800  •  vvvvw.baseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


E£5’P 


The  next  Marketplace  page 
will  run  MARCH  24th  in  the 
America  East  Conference  Issue. 


Dawn  Cullen,  646-654-5119, 
dcullen@editorandpublisher.com 
or  your  E8iP  sales  representative 
for  more  information. 


How  is  Horvitz  Newspapers  writing  its  success  story? 


Achieve  anything. 


The  Solution  is  Key. 


To  learn  more,  call  Kathleen  Mayher,  Executive  Vice  President 
and  Division  Manager,  at  1-800-523-7248,  ext.  45787,  or  visit 
Key.com/media. 


Media  and  Telecommunications 


KeyBank 


Horvitz  Newspapers,  Inc. 


A  brand  new  production  facility  in  Washington  is  just  the  latest  move  in 
Horvitz  Newspapers’  ambitious  expansion  plan.  KeyBank  provided  the 
working  capital  for  the  state-of-the-art  facility.  Horvitz  produces  several 
daily,  weekly  and  bimonthly  papers. 


Why  KeyBank? 


About  Key’s  50-year  relationship  with  his  company,  Peter  Horvitz, 
President  and  CEO,  reflects;  “Key  truly  understands  the  newspaper 
business,  and  that’s  a  very  important  component  of  our  relationship.” 
He  appreciates  Key’s  innovative  financing  strategies  and  its  ability  to 
leverage  the  best  interests  of  the  business. 


Key  has  built  a  strong  alliance  with  Horvitz,  providing  support  for 
everything  from  acquisitions  to  escrows.  “Key  has  demonstrated  time 
and  again  that  it  is  committed  to  our  needs,”  says  Peter.  “If  there’s  any 
opportunity  to  make  new  acquisitions,  I  would  go  directly  to  Key.” 


